


UPSON NUT DIVISION 


Republic Steel 


CORPORATION 


GENERAL OFFICES:---CLEVELAND, OHIO 


Bolts and nuts in all standard and special 


shapes, sizes, alloys and finishes. Standard and 


special rivets of all kinds. Wire rope clips. 
Turnbuckles. Automotive and railroad special 
items. Headed and threaded products for 


every use. Your specialties are our specialty. 


REPUBLIC 


STEEL 








(True TEMPE) TRUE TEMPER 


SHOVELS 
AXES 
HAMMERS 
HATCHETS 


@ One way to make January volume is to feature True 
Temper Tools suitable for winter use. Nearly every | sites 
customer who comes into your store should have one | HOES 
or more new tools to replace worn and broken ones. RAKES 
But they all need a reminder. Display the True VV) curtivators 
‘. | 
Temper Tools shown above and suggest others £& ey ee aaa 
a ‘ a REPAIR A 5 
popular in your community. You can make ee Bl) ANDLEs GOlF SHArr. 
your regular margin on these standard items. 
Cut prices aren’t necessary to sell them. 


THE AMERICAN FORK & HOE COMPANY 


Makers of Essential Tools . CLEVELAND, CHIO 


*Prices slightly higher west of Denver 


HARDWARE AGE 


matter March 24, 1933, at the Post 
1. 


Hardware Age, published every other Thursday by Chilton Co. (Inc. ), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second-class 
Office at Philadelphia under the Act of March 3, 1879. (Printed in U. 8S. A.) $1.00 per year. Single copies 15c each. Vol. 138, No. 1 











In the January 9th 
issue of the Saturday 
Evening Post, this ad- 


vertisement will feature 


The 


NEW 
YALE 


\ Coote 


MORIM 


TRACE MARK 


DEADLATCH 


A NEW 


YALE. tock 


Combining maximum security with distinctive appearance 























no.52™ MORIM« peapLatcH 


You can now have the added security of a dead- 
locking auxiliary lock on your entrance doors without 
detracting from their appearance. This new YALE 
Lock eliminates the objectionable prominence of the 
conventional type of rim lock. It is furnished in a 
beautiful satin bronze finish. It retails at only $3.00. 


NYol (oil ob Amol Mslelgeh Zola -Mke(-tol|-1e5 
THE YALE & TOWNE MFG. Co. 
STAMFORD, CONN., U.S.A. Canadian Division ST. CATHARINES, ONT 
LOOK FOR THE NAME YALE ON ANY LOCK OR DOOR CLOSER YOU USE 


ERE |S an entirely new development in auxiliary locks. The 


illustration and description of this lock in the above Saturday 


Evening Post advertisement explain its advantages. It is un- 


doubtedly the most attractive auxiliary lock ever offered. It will 


prove a profit-building item for you to display and demonstrate. 


Get in a stock at once and cash in on our advertising 


Call your jobber or write us direct 


pe ee Oe ee | oe Ce Od © 


STAMFORD, CONN., U.S.A. 
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TO BUILD GARDEN 


The lea 
strictl 


VIGI 
2-B 


Oar largest sé 

of 2-braid gz 

High enough 

to be consideré 

a high grade h 

low enough in p 
command a large 
ume sale and a heav¥ 
repeat business. 


XEN 
Braid 
low-priced 
real value. 
D supply the 
d for a popu- 
riced hose of 
bd quality that 
I give satisfactory 
service. 


BOSTON WOVEN’ HOSE 


BOSTON, 
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The Boston No been one of the 
hoze nozzle for merican market 
made of fine } ears. Hard- 
packed in an ealers use it 
The %-inch its obvious 
to a displ attractive 
display c 1 12 in a 
shipping 
weight pe 
72 Ibs. 


d mailing 

‘in ship- 
bss weight 
se—66 lbs. 
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AND RUBBER COMPANY 


MASS. 
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NO. 666 OSBORN 
ROOF BRUSHES 
Cadmium plated seamless steel 
ferrules. Two sizes: 3 knot and 


4 knot. Packed one dozen in 


a container. 


A POPULAR Selling 


OSBORN ROOF BRUSH 


Roofs! Roofs! Roofs! Hundreds of them it’s made right and priced right. Facts 
in every community need repairing! about the profit-making line of Osborn 
Here’s a live market for this strong, Brushes are available from the Osborn 
durable, well-balanced No. 666 Osborn ‘wholesaler in your district. Make the most 


Roof Brush! It’s a fast seller because of your brush business. . . . Sell Osborn! 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue e« Cleveland, Ohio 
Sales Offices: New York « Detroit « Chicago « San Francisco 
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AL. NO. 602 
NO. 2293 . a) ‘an 


99° _ : COMPLETE 


COMPLETE 


Each style comes packed & 
in its own colorful, price- 
marked FREE DISPLAY 
«+. of which the above 
No. 990 is typical. 


NO. 2298 


99° 


COMPLETE 


iP Me! 


: 
vA — in Profits 


a 


npg ~ Fast Turnover 
49° SS 
conn and QUALITY 


NO. 2122 
39° 
COMPLETE 

f ; EADERSHIP in styling, materials, design—that is where 

these highly attractive Bond quick sellers get their big 

aa: quality appeal. Supplied in popular-priced self-selling 

3 8 deals that turn over quickly and yield excellent profit. 


‘OMPLETE BOND FLASHLIGHTS FOR CHRISTMAS SALES 
Priced to Retail Complete with Bond Super Service Mone-cells 
39¢ No. 2122—Full chromium plated 2-cell Spreadlight. Offered 
special in Deal No. 390. 

49¢ No. 502—Full chromium plated 2-cell Spotlight. Offered 
special in Deal No. 490. 

98¢ No. 2093—Fibre-Bronz "Baby" Spotlight, golden bronze and 
black corrugated fibre. Offered special in Deal No. 198. 
No. 2299—Fibre-Bronz in golden bronze and black corru- 


99%¢ gated fibre. Offered special in Deal No. 990. 
99¢ No. 2298—Bronz-Lite in solid golden bronze. Offered spe- 
cial in Deal No. 980. 
$] 25 Handsome Stylo Spotlight No. 602 in chromium and 
” three different color designs. Offered special in Display 
Package No. 600, without batteries. 
Gash your Yobbors. Salesman for full details 
BOND ELECTRIC CORPORATION 
PEG.us, pat orf. New Haven, Conn. © Chicago, Ill. © San Francisco, Calif. 
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Licking County, Ohio, Nov. 10—Record and luxurious gardens—safe playgrounds. 


breaking crowds at National Cornhusking Pittsburgh Fence is a popular favorite 


Contest... 100,000 farmers from corn belt everywhere. 

states... fun, skill, exhibits, demonstra- Pittsburgh Fences are made of rust re- 

tions...and PITTSBURGH FENCE in sisting copper-bearing steel and are heav- 

evidence everywhere, controlling milling ily zine coated by the time-proved hot 

crowds, making order out of chaos. galvanizing method. The zinc is alloyed 
Pittsburgh Fence is a familiar sight on _, with and becomes an inseparable part of 


properties throughout the United States. the wire. No short-cut method of zinc 
Wherever it is used, it makes for well coating practice can equal the securely 


managed, profitable farms—green lawns bonded coating on Pittsburgh Fence. 


PITTSBURGH STEEL COMPANY 


UNION TRUST BUILDING, PITTSBURGH, PA. 


NEW YORK DETROIT CHICAGO ST. LOUIS PHILADELPHIA LOS ANGELES 
SAN FRANCISCO HOUSTON MEMPHIS CHARLOTTE SYRACUSE 


Pittsburgh Fence 
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|SALES RECORDS SMASHED 


SELF-SERVING DISPLAY SELLS 


FAULTLESS CASTERS 


ON SIGHT / 


































Retailers instantly recognized the new Fault- 
less Display stand as a fast-working business 
booster—and backed up their belief with or- 
ders. Everywhere, this tidy, efficient self-seller 
is increasing profits—speeding turnover—com- 
pletely revolutionizing caster selling methods. 
Ask your jobber—today—for the money-mak- 
ing facts on this condensed line of “best 
sellers!” 





AN APOLOGY 
TO OUR FRIENDS 
IN THE TRADE 


The nation wide success of 
our Caster Display Deal so 
far exceeded expectations that 
our stock was gone even be- 
fore initial orders were filled. 
We sincerely apologize to you 
who did not receive immediate 
delivery and appreciate your 
patience while waiting for our 
production to catch up. 


DISPLAY DEAL 
FEATURES 
No. 8458—A de luxe 
Caster at a popular 
Pons ot bene ate 

Ss of hardened ball- 
aad ter bearings for free 
limitedtime. A An hl ling. 15%” 
complete assortment ba = (cushion 
of floor protection ea ) ° 








equipment — every pe rn fs or 
item a popular seller. ing Me 


wonder it’s 
a big seller. 


FAULTLESS CASTERS 


FAULTLESS CASTER CORPORATION 


Dept. HA-11, Evansville, Indiana 
Branches in Principal Cities. Canadian Factory: Stratford, Ontario 


IF YOU ACT QUICK +--+ ASK YOUR JOBBER 
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@ Just give your list of customers a 
little mental “once-over.” It’s obvi- 
ous, isn’t it, that painters buy in 
such quantities as to put them in a 
class by themselves? 


So what about the painters in your 
community whose business you’re 
not getting? That business goes 
where they buy their white-lead. 
Where they buy that, they buy all. 


They'll be much more 
likely to buy from you if 


Dutch Boy Pa 


10 


Are you using 
the one best way to 
get his business? 


you stock and push Dutch Boy 
White-Lead...the most sought-after 
item in the painter’s line. 

Other Dutch Boy products that 
help to bring painters in are: Dutch 
Boy Linseed Oil, Dutch Boy Lead 
Mixing Oil, Dutch Boy Colors-in- 
Oil, Dutch Boy Liquid Drier, Dutch 
Boy Wall Primer and Dutch Boy 
Quick-Drying Red Lead Primer. 






=- 


7 
DUTCH Boy 


ALL-PURPOSE 
SOFT PASTE 


WHITE LEAD * 
a 





, - a ~~ 
: Z = 
, F DUTCH Boy 


LEAD MIXING OIL 


















What they SEE they BUY 


Here’s a merchandising idea that store 
after store is finding profitable...a 
Dutch Boy Department! You simply 
pick out your most prominent section 
of shelving and in it you concentrate 
the Dutch Boy line, every item. Such 
a display makes a tremendous im- - 
pression on painters, makes them 
feel your store is a leader in sup- 
plying the kind of goods they buy. 





NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo: 
900 W. 18th St., Chicago; 669 Freeman Ave., 
Cincinnati; 1213 West Third St., Cleveland; 
722 Chestnut St., St. Louis; 2240 24th St., 
San Francisco; National-Boston Lead Co. , 800 
Albany St., Boston; National Lead & Oi! Co. of 
Pa.,316 Fourth Ave., Pittsburgh:JohnT. Lewis 
& Bros. Co., Widener Bidg., Philadelphia. 





-—— : 
DUTCH Boy 
WALL PRIMER « 


ips 


inters Products 


HARDWARE AGE 










Mr. Smith Shows His Test Fence 


Five years ago he erected a 4-strand barbed 
wire fence on the farm of one of his best 
customers near Wayland. 


The two bottom strands are RED BRAND... 
“Galvannealed” copper-bearing. The two top strands 
are of ordinary galvanized wire. Now, whenever a 
prospect seems doubtful of his claims, Mr. Smith 
takes him out and shows him this fence. The en- 
larged photo above shows samples of the two wires 
... each 5 years old. Notice the contrast. The ordi- 
nary wire is badly rusted and pitted. The RED 
BRAND wire is smooth and good for many more years. 


KEYSTONE STEEL & WIRE COMPANY Dept.P PEORIA, ILL. 


KED BKAND 


NOVEMBER 19, 1936 





would 
YOU take? 


IVAN D. SMITH demonstrates 
longer fence life ..and increases 
his fence business 500% 





Ivan D. Smith... the bare-headed fellow in 
the photo to the left... is General Manager of 
the Business Men’s Paper Press Co., of Way- 
land, Michigan. They and their branch yard 
at Shelbyville, managed by his brother, Mr. 
E. J. Smith, sell approximately five carloads of 
fence and wire products each year. Ten years 
ago when they started selling the Keystone 
line, they were selling about one carload. 

The Wayland and Shelbyville yards keep men out 
calling on farm prospects, and follow up calls with 
Keystone direct mail advertising, and they advertise 
regularly in the local newspaper. In spite of the fact 
that wood posts are plentiful and cheap, they do a 
nice business in steel fence posts. 

Most interesting of all is the practical weather test 
demonstration described at the left. It has sold the 
whole community on buying better fence. By demon- 
stration, advertising and personal selling, Mr. Smith 
and his brother are capitalizing on RED BRAND quality 
and famous RED BRAND marking. The folks around 
Wayland and Shelbyville aré convinced that good 
long-lasting fence has to have that top-wire painted red. 


RED BRAND Does Last Longer 
The success of these dealers with Keystone products is 
but one of a long list 
of similar successes. 

You have many ad- ~ 
vantages as a Key- SS 
stone dealer. Write ) 
...and we'll show you 






ay 4 
ons RAND 


» FENCE--Barbed Wire\ (==?) 
RED TOP Steel Posts \ 















We'll 
Pull off 
our coats... 


...- AND WORK RIGHT WITH YOU. We'll 
“dig in” and show you what we mean by extra 
service...extra efforts...extra profits. We 
want to help you. 


Here’s a “triple threat” combination that will 
help both of us — the famous Mid-States patented 
“Galvannealed”’ Copper-Bearing fence known for 
its rust-resisting qualities...an advertising cam- 
paign that urges prospects to come into your store” 
...@ willingness to work side-by-side with 
MID-STATES dealers. 


We’ve got some workable plans to help you SELL 
the merchandise you buy. How about writing 


pos aze,, 


BEN HUR WIRE CoO. 


Patented ‘‘Galvannealed” copper-bearing Dept. M-33 Crawfords ville, Indi 


fence. Best for you and your customers. 
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“MY POPPY’S A GREAT GUY! He knew Mommy 
and I had been worried just as much as he was about 
his paint business. So he took on the Glidden line, 
is making real money, and we're all happy! 


“I heard Pop and Mom discussing the Glidden propo- 
sition with a Glidden salesman, one night when they 
thought I was asleep. And believe me, I was ready to 
leave home if Pop wouldn’t have taken that propo- 
sition right then and there. I could see it would end 
all of Pop’s paint worries. 


“For practical sales-making, bring-’em-back-again 


merchandising plans, Glidden has them all beat. 
Together with the Glidden line of quality merchan- 
dise, I can see where the Glidden business- building 
program is making my future look very rosy. 


“Every paint dealer in the country should give himself 
and his family a break by getting the new Glidden story. 
It’s time for my bottle now, but before I have lunch, let 
me remind you to write to Glidden for full details at 
once. Let them prove that they can build up your paint 
business, and help you make a lot of money out of it!” 
THE GLIDDEN COMPANY e Cleveland, Ohio 


Factories and Branches in Principal Cities 


N PAINTS 





PAINTS - VARNISHES - LACQUERS - ENAMELS 
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HOMEWARD BOUND... 


. with Atkins Work-At-Home saws and tools. No matter if they are 
craftsmen or just like to “tinker” around, they can’t resist the buying appeal 
of this new brilliantly colored window display . . . it stops ’em . . . it sells em. 


The second in Atkins 80th Anniversary Quality Dollar program. 


Sensible Buying . . . : = . ~~. Minimum Stock 

Sound Merchandising ‘ ‘ ‘ - Quick Turnover 

Brilliant Display. . . . . . Dealer Profit 

Costs Only $19.29 . . . = . Your Profit $9.55 
Merchandiser FREE 


Beat competition . .. make Extra Profits. Order from your jobber . . . and 


don’t forget to ask about the other free displays. 


ATKINS Silver Steel SAWS 


A FAMILY OF CHAMPIONS 


HARDWARE AGE 
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SURE,SON - 
IT'S COATED TO STAY 
THE ELECTRIC way 


A wholly new...entirely different...kind of wire! 


The entire fence industry has been 
deeply stirred by the recent announce- 
ment of the new Republic Farm Fence. 
And that is not strange. For literally 
without warning, this new fence has 
ushered in an improvement so revolu- 
tionary that it creates a new profit 
opportunity for dealers everywhere. 


In developing this scientific and manu- 
facturing triumph, Republic early cast 
aside oi house of applying the zinc 
to fence wire in a molten state...and 
turned to the modern method of apply- 
ing the zinc electrically. 


Wholly new and entirely di, fferent, this 
electrical method actually applies to a fence 
wire 27 zinc coatings where only one coating 
was applied gr Each of these coatings 
is knitted to the other, gradually building 
up electrically, atom by atom, a multiple- 


REPUBLIC 


FENCE 


BARBED WIRE * STUDDED “’Y’’ POSTS * GALVANIZED ROOFING 


TUNE IN REPUBLIC’S “MUSICAL ALMANAC” RADIO PROGRAM...TWICE WEEKLY— DAYTIME 


NOVEMBER 19, 1936 


zinc coating that affords superior protection 
to fence wire, for the same simple reason 
that numerous coats of paint give superior 


protection to your automobile or house. 


The new Republic Farm Fence is backed 
by spectacular farm paper advertising, 
an outstanding sixty-station radio broad- 
cast, and a comprehensive merchandis- 
ing program that helps the dealer “cash 
in” to the limit. Write for the attractive 
Republic Dealer Proposition. 





THE REPUBLIC JOBBER-DEALER POLICY—The new 
Republic Farm Fence will be distributed through 
jobbers and properly equipped dealers. 9 


REPUBLIC STEEL CORPORATION 
(Wire Division) 
7850 South Chicago Ave., 
Chicago, Illinois 
General Offices: Cleveland, Ohio 


ni 

























HEAVY, DENSE COATING 
At last,a heavy, dense coat- 
ing that withstands brutal 
fabricating punishment. 
It’s electro- galvanized! 
That’s why it will not crack, 
flake or peel off. 


MORE UNIFORM COATING 
Gradually built up, atom 
by atom, 27 zinc coatings 
are knitted to each other 
electrically, forming a 
super -coating of almost 
perfectly uniform thick- 
ness at every point. No 
coating lasts longer than 
its thinnest point. 


MORE ADHESIVE COATING 
Yes, this super-coating is 
pean opg be erent.Pound 
it with a hammer. Twist it. 
Bend it. Punish it in any 
way you choose. Just try 
to get the zinc off. 


PURER ZINC COATING 
The zinc is so pure that 
it is silvery in appearance. 
There are no embrittling, 
contaminating elements in 
the electrolytic solution,as 
there are in all “hot dip” 
zinc baths. 


PLIABLE, TOUGH COATING 
This modern super-coat- 
igs is pliable and tough. 
That’s why it will not 
crack, flake or peel off un- 
der the most severe fabri- 
cating punishment. It is 
entirely different from im- 
pure-zinc, single -coatings 
that are brittle and fragile. 


SMOOTH, SILVERY COATING 
Lustrous and attractive, the 
new Republic Fence wire 
retains its smooth, silvery 
appearance after long ex- 
posure to the weather. 


COPPER-BEARING STEEL 
of high strength is used for 
all Republic Fence and 
barbed wire. Not too hard; 
not too soft . ... it has just 
the right amount of spring. 





















HERE’S A ROOFING 
THAT REALLY STOPS LEAKS! 


Without question, the sensation of the roofing trade! For here is a 
roofing with every feature found in other brands plus new exclusive 
features never offered before in any roofing. 

Only good steel sheets give /asting satisfaction—the kind that makes 
satisfied customers. Handle the dest sheets. 

In addition to Tenneseal we offer Tennessee Sheets for roofing and 
1. TRIPLE CROSS CRIMP—Putsanend _ siding. They’re full gauge—with full weight galvanizing—assuring 
to common cause of roof leaks. The three long life and preventing kick backs. All styles—corrugated, V-crimped, 


crimps keep rain from being blown or drawn 


under end laps. or flat—in Standard Open Hearth or rust-resisting Copper Steel. 


























AFTER MAILING 
2. THE PRESSURE LIP— Depression in 3. THE NEW V-DRAIN — Prevents 

lower end of sheet insures close pressure contact leaks atsidelaps. Rain,blownordrawnun- 4. THE TENSION CURVE — Makes every 
between overlapping sheets at end laps. derlap iscaughtin V-Drainanddrained. _ sheet fit snugly and cling closely to roof decking. 


USS TENNESEAL ROOFING 


LEAK PROOF e FIRE PROOF e LIGHTNING PROOF e WEATHER PROOF 


Tennessee Coal, Iron & R. R. Company, Birmingham, Ala. 
Carnegie-Illinois Steel Corp., Pittsburgh and Chicago 


United States Steel Products Co. 


Columbia Steel Company, San Francisco, Calif. 
American Steel & Wire Company, Chicago 


New York, Export Distributors 


UMwee D SIATES STEEL 


li 
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Boas 
in profits. 


; 
They cut faster 


File sales and 
Teeth” are sharper. 


“clear” themselvés quickly. They are today’s 


outstanding File development—the result of Heller Brothers’ 100 years of File 


making experience. 


i. se 


“Wavy-Teeth” are a combination of 


44 


, 





“Wavy-Teeth” Files leave a smoother finish on any material ... are 
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NUCUT 


®@ Dealers today want ACTION 
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Fast-selling Assortments, or open stock, are available—plus attention-getting 
Counter and Window Display material. Ask your Jobber to see and inspect 


samples, or simply write to us direct. 


HELLER NUCUT “WAVY TEETH” FILES 


NUCUT Files assure both. Their patented 
high and low cutting surfaces. These “Wavy 


on metal, wood, fibre, or slate. They 
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THOUSANDS of HOM ES ould FARMS 
Will be Modernized With Running Water 


BEFORE WINTER SETS IN / 








It won’t be long until fall has 
slipped into winter and cold weather will be with us again. 
Prior to this time, the opportunity to sell and install Myers Water Systems 


should be taken advantage of by Myers Dealers and Distributors everywhere. 
Rural electrification and the desire to banish pumping and carrying water, 


using outdoor toilets and other inconveniences are uppermost in the minds 


of country and farm folks. 





Don’t overlook this splendid market. Sell and install Myers Water Systems while 
prices are still so favorable. There is a style and size for every service. Hand, en- 
gine or motor power—shallow or deep wells or cisterns—capacities up to 10,000 
gallons per hour—regardless of customer demand there is a dependable Myers 
to meet it. 


Your inquiry will receive prompt attention. Write or wire. 


y. Tak rHat—93 
h 
ti MYER Fi 


PUMOS WATER SYSTEMS Hay 2S MANGE 





















FIG. 263! 


F1G.2741 








m F.E.MYERS & BRO. €o 


ASHLAND, OHIO. 


PUMPS- WATER SYSTEMS - HAY TOOLS-DOOR HANGERS | 
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BUILDING FORGE 


macs BIG GAINS 
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| STANLEY PROGRAM MAKES SALES 
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They’re buying! Carpenters . . . mechanics . . . elec- 
tricians with jobs to do and money to spend are junking 
worn-out tools and buying new tools—good tools. 
Stanley is ready to help you get this business! With a 
complete program that’s tested— proved. A program that 
makes the store that uses it HEADQUARTERS FOR GOOD 
TOOLS. A window display that has punch—and plenty of 
it. Tested merchandise displays that- do a selling job. 
Eye-catching booklets describing popular Stanley Tools. 
Don’t wait! Good tool customers are passing your store 
right now! Your jobber is ready to supply the materials 
needed to make this program ring the cash register for you. 


STANLEY “WN ) coca 
TOOLS 


Without obligation, send full details on your 
NEW BRITAIN, CONN. 


tested program to increase sales of good tools. 
Name 


Address.... 
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FOCUSING : a SILVERCHROME 
FLASHLIGHT & ==———- DUALITE 


zh 
mplete 


BABY 
COPPERLITE 


The Baby Copperlit 
the newest } 


I mpl cells 
No. 5 Deal includes 6 Baby 
Copperlites, 24 Ray -O- Vac 
No. 1 Unit Cells and free dis 


Dealer cost 


’ COPPERLITE 


The Copperlite retails 
at $1.00 with cells 

1 Deal includes 6 Cop 
perlites, 48 Ray-O-Vac 


SILVERCHROME a E> oly Ao 
ROTOMATIC vie 


The “Notomatic Flashlight retails at 
pl with cells. No. 2 Deal includes 6 Rotomat 
‘lashlights, 48 Ray-O-Vac Cells an 

cost, $7.40 


Useful, handsome, unusual -- these are essen- 

tials of a perfect gift. And that’s what seekers 

find in Ray-O-Vac flashlights. Ray-O-Vac’'s retail 

bcoy eo © Comey oMEUT oN CoM tel =I Mol=) 100 Ob asco Ml Moselem s(orele(-Mel-lerceet 

light at $2.75. On this page we picture the Ray-O-Vac “Big 

5 Sellers,” all of them furnished complete with beautiful displays. 


RAY-0-VAC COMPANY 


Seema tLY FRENCH @eatERY COMPANY 


se 
A 
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toy? BETHLEHEM BOLTS 
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ee a long time Bethlehem Bolts 
and Nuts have been quietly 
building up a reputation as quality 
products without carrying a prominent 
identification that would enable dealers 
to reap the utmost benefit from the 
satisfaction they give. 

Now Bethlehem Bolts and Nuts 
identify themselves with bright, at- 
tractive labels. They are packaged in 
a manner befitting the standards to 
which they are made—that conveys an 
impression of quality to the prospective 
buyer before he even sees the bolts. 
And satisfied customers know what to 


look for,the next time they want bolts 
and nuts. 

These superior-grade products, la- 
beled in line with thoroughly modern 
merchandising practice, provide a pow- 
erful lever to increase sales. 


Bethlehem is equipped to manufacture 
in its Lebanon Plant practically any iron 
or steel product that can be made froma 
bar section, whether carbon or alloy 
steel, heat-treated or un-treated. 


BETHLEHEM STEEL COMPANY, Bethichem, Pa. 
District Offices: Albany, Atlanta, Baltimore, Boston, 
Bridgeport, Buffalo, Chicago, Cincinnati, Cleveland, 
Dallas, Detroit, it, “Honolulu, Houston, Indianapolis, 
Kansas City Mil kee, New 
Philadelphia, pe B ee Portland, Ore., Salt Lake 
City, San Antonio, San Francisco, St. Louis, St. Paul, 
Seattle, Syracuse, Washington, Wilkes- Barre, York. 
Export Distributor : Bethlehem Steel Export Corpo- 
ration, New York. 





BETHLEHEM STEEL COMPANY 

































































Actual size of sheets 93 by 12 inches 
over all; writing area 8/7, x I11, 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price $1.25 for 200 sheets (400 pages). - 


Simplify Your Stock Taking with the 


CONDENSED HARDWARE AGE INVENTORY FORM 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1.25, which includes postage. As these sheets 
are printed on both sides, this means you really 
get 400 pages of inventory record sheets. Each 
page has room for 28 items. Your $1.25 invest- 
ment provides inventory space for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 


it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


als 





sen enenensenneneceneneneeeeeeeesUSE THIS COUPON...........22222222-222---0------ 


HARDWARE AGE, 
239 West 39th Street, New York, N. Y. 
Gentlemen: 


Here is my$......... . Please send me ........ hundred HARDWARE AGE Inventory Sheets (200 for $1.25, which 


includes postage). Also send me........... Binders (50c each). Send these to me by return mail. 
ae Nola e's AS ahet al MCS Ace Oe @ Ga eae ha NOE Sire es a I 35. 5's Ao.» ao Dein Sei es Ce maces a ena ie 
IS D9 525.24 k5eSlxd' GRE a UAE WOR Oe RRS OO ee OnE Aaa gS RES AR A ee es eee ree oe eee 


Gold Strand Insect Screen Cloth with the Gold 
Strand Measuring Tape combines quality 
and convenience. Demand Gold Strand 
from your jobber and be sure of satisfaction. 
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| WANT SOME OF THESE BULBS 
THAT STAY BRIGHTER LONGER! 


YES MA‘AM! THESE 
EYESTRAIN DAYS 
EVERYBODY'S 
BUYING MAZDA 

LAMPS MADE BY GE 





5 BIG REASONS WHY IT PAYS YOU 
TO SELL EDISON MAZDA LAMPS 


Here are just five outstanding reasons why it pays 
retailers to sell Edison Mazpa lamps: 


1. They are traffic leaders—They bring customers 
to your store who can be sold other merchandiee. 


2. They are a high quality product—Unlike in- 
ferior bulbs that grow dimmer and dimmer in use, 


Edison Mazpa lamps Stay Brighter Longer. 


3. No investment and no depreciation — They 
are placed in your store on consignment. 


4. Backed by national advertising—More than 
400,000,000 magazine advertisements every year. 


5. Attractive profits— General Electric allows its 


EDISON MAZ DA LAMPS lamp agents a liberal compensation on sales. 
GENERAL @ ELECTRIC NOW FOR 1937 


Now—this month—General Electric announces its 
1937 Three-Point Selling Program for Mazpa lamps. 


TORN ee ET : : 
ee Ask your jobber to give you the complete story. 


GENERAL ELECTRIC CO., NELA PARK, CLEVELAND, OHIO 
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MORE AIR RIFLE SALES 


Daisy international advertising has been busy... busier than ever 
this year creating still greater acceptance for Daisy Air Rifles among 
boys and girls. What's more . .. Daisy news stories, featured in news- 
| papers from coast to coast, have opened the doors to a vast, new ADULT 
market. @ All this means sales . .. volume sales for you! It means that 
EVERY ONE of your customers is a good prospect for Daisy products. 
It means that more Daisys than ever before will be given away this 
Christmas. @ Make sure your stock of Daisy merchandise is complete 
and large enough fo satisfy the growing demand in your community. 
Cash in! Order now and be ready! @ Your order for display racks 


and catalogues will be promptly filled, postpaid, direct from the factory. 





Air rifle shooting for sport is all the rage among 
Hollywood stars and society people. Note the news 
pictures appearing, and cash in on this new adult 






This is the Daisy Pump Gun, the 








interest in air rifles. most popular Christmas Air Rifle 
cn Buck Jones is very much in demand —_ gift any arent will be glad to 
\ at the Universal Studics as an in- give—and the one the boy goes 
, structor in Daisy shooting. Here the for above anything else. 
camera caught him showing Nan 
a P5 Gray, beautiful young Universal There are five other models, all 


selling for less than the pump 
gun. Put them all on display. 
There are quick profits in Daisys. 


Daisy Bulls-Eye Shot — 225 
bright, accurate pellets, plus free 
target card, for only a nickel. 
Boys demand it because it’s the 
only shot that’s “tailor-made” for 
Daisys. Don’t run out of stock 
during the Holidays. 


star, how to ring the bell. 


330* 


Daisy Bell Targets—every bull’s- 
eyescored ringsabell. Box catches 
all spent shot. Retail price slashed 
in half—now only 25 cents retail, 
with 12 Free Target Cards. Sell 
one witheveryChristmas Rifle sale. 


Daisy Target Handi-Pads. Dark 
red bull’s-eye for greater visibil- 
ity—25 in pad. Retails for only 5 
cents. Stock up for a big Christ- 
mas demand. 


DAISY MANUFACTURING COMPANY, 100 UNION STREET, PLYMOUTH, MICH., U.S.A. 
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Universal star of “Boss 
Rider of Gun Creek,” explains the 
cocking Getion of the new Daisy 
No. 25 to Andy Devine, now playing 
in a new film, “Yellowstone.” 





Just 


Among 
Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Convention Story— 


Before the majority of the 
wholesalers and manufacturers 
who attended the recent Atlantic 
City Convention returned to their 
desks there were waiting for them 
on those same desks copies of the 
Oct. 22 issue of HARDWARE AGE, 
containing a very complete and 
informative news story on the 
Convention. This speed’ and com- 
pleteness has characterized the 
handling of major hardware con- 
ventions by Harpware AGE for 
many years and frequently brings 
letters of appreciation from read- 
ers. None is quite as friendly, nor 
more appreciated, than that re- 
ceived from John M. Williams, 
secretary and sales manager, Fay- 
ette R. Plumb, Inc., Philadelphia, 
Pa., who on Oct. 28 wrote us as 
follows: 


“Over my desk this morning came 
my copy of Harpware AcE. In it 
was a full and complete account of 
the Convention. Realizing that on 
Thursday all of this information had 
not even been collated, I was amazed 
at the completeness of the presenta- 
tion. It certainly is a triumph for 
you and your fellow executives to 
turn out such a job in such a short 
space of time. I know enough about 
the printing game to realize that 
everyone of your organization 
burned the midnight oil not only 
through the Convention but after the 
Convention to make such a result 
possible. 
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“Hearty congratulations on what 
would be termed in the newspaper 


,” 


field a ‘scoop’. 


Tea Strainers— 


For some time I have wondered 
if retail hardware merchants and 
the members of their sales staff 
appreciate the number of opera- 
tions and the precision required 
to produce many kitchen tools 
that are sold daily at low prices. 
Noteworthy among these items is 
the humble tea strainer and other 
strainer items of varying sizes, 
spatulas, can openers, etc. Re- 
cently I had an opportunity to 
visit Chicago plants making such 
merchandise. I was amazed at 
the number of manufacturing 
operations; the size and obvious 
high cost and quantity of expen- 
sive machinery used; the down- 
right hand skill and the number 
of jobs which must still be done 
by the human hand. Thus are 
produced a wide line of items, that 
build store traffic, are in constant 
requirement in all homes and yet 
are sold to the public at 10 cents, 
15 cents and 25 cents each. As I 
walked down the long and busy 
production rows and saw all of 
these products being made —I 
thought that if every hardware 
man could just realize how much 
work, materials, machinery in- 
vestment, hand labor, inspections 
and other laborious and costly de- 


tails go into the making of these 
products, there would be a great 
sense of pride in selling at such 
low prices, such useful home 
gadgets. 

Each sale of kitchen tools, and 
countless other similarly priced 
goods would be made with a sense 
of participation in a section of 
industry, providing employment 
of labor and capital that creates 
merchandise to sell and buying 
power to buy. Much of this work 
is done by automatic machinery 
but never without considerable 
human guidance. To give the 
wood handles the proper enameled 
finish, sometimes with one or more 
extra color bands, requires a mini- 
mum of eight paint dipping oper- 
ations, skillfully controlled by 
specialists in such work. Behind 
this great investment is the costly 
designing and building of machin- 
ery with special attachments, pat- 
tern work, making of dies, design- 
ing of products and a plan to 
provide mass production, without 
which there could not be the exist- 
ing low prices. The same situa- 
tion exists in making mouse traps, 
brushes and numerous other low 
priced goods. It all seems to epit- 
omize the inter-dependence of 
mass production, and mass con- 
sumption, without one of which 
you could not have the other, nor 
would you have the existing ability 
of the hardware trade to provide 
the consumer with values on the 
present basis in a great many of 
the common, garden variety of 
small, priced items which are 
bread and butter lines in the hard- 
ware stores of this country. 


Chain Propaganda— 
From time to time I have read 
reports, surveys, and suggested 
supplemental reading for students, 
which in my judgment is the rank- 
est of chain store propaganda. 
Whether there is a consideration 
involved does not matter, but the 
fact remains that pro-chain store 
propaganda receives unwarranted 
consideration in many _ school 
rooms supported by all kinds of 
retail distributors. The teaching 
of retailing as a commercial sub- 
ject is a growing practice in both 
secondary schools and universities 
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ADVERTISING LIKE THIS 


1SE" 


Nearly 3,000,000 farm 
families will see if during 
sausage-making time 


@ Farmers are beginning to butcher again. It’s 
sausage-making time. Prepare to supply the big 
demand for “Enterprise” Meat Choppers and 
“Enterprise” Sausage Stuffers that is coming 
this year. 

Cash in on this proved national advertising 
which tells the story of the famous “four-blade 
steel knife and plate” principle of “Enterprise” 
Choppers; of the combination “Enterprise” 
Sausage Stuffer, Lard and Fruit Press. This ad- 
vertising is designed to increase farm butchering 
..-+ help you sell more “Enterprise” machines. 


Farmers have known and used Enterprise 
machines for more than fifty years. They know 
it cuts all meat, sinew and gristle; that it does 
not shred, tear and squeeze out appetizing juices. 
They know too that sausage meat must be 
cut uniformly to be prime quality. Display 
the new Chopper and Grater in the Free 
Display case conspicuously on your counters. 
Tests have shown that this attractively colored 
display makes sales. 


Note the new Grater attachment that now goes 
with “Enterprise” Choppers. It grates foods, veg- 
etables, fruits ... anything that can be grated. 
It’s a strong additional selling point for 
the Chopper. 


The Enterprise Mfg. Co. of Pa., Philadelphia, U. S. A. 





70th Anniversary Free 
Display Case Offer 


Order your “Enterprise” Sales Unit and FREE DISPLAY 
CASE promptly from your Jobber. One of these Cases 
comes with every order for three units of either No. 5 


or No. 10 Choppers. 
G0 
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in this country. This is proper 
recognition of retailing as a fun- 
damental business of this country, 
but unadulterated praise to chain 
store distribution is an unfair at- 
tack on the many thousands of 
independent retailers in all lines 
who for generations have support- 
ed communities, made schools 
and colleges possible, and who 
are outstanding citizens and tax- 
payers in all parts of the country. 
A very flagrant bit of pro-chain 
store propaganda is found in a 
textbook used in Cincinnati, Ohio, 
schools. Under the subject, “Ele- 
ments of Retailing,” by Miss Ruth 
Leigh, on page 9, is a startling 
example of which I quote in the 
next paragraph: 


Textbook— 


For the benefit of Cincinnati 
school students Miss Leigh writes 
as follows: 


“The chain store offers many ad- 
vantages from the consumer’s stand- 
point of view, and the most impor- 
tant of these is represented by lower 
prices. Merchandise for all the 
stores in a chain is generally bought 
at a central headquarters. As goods 
are purchased in large quantities, 
and the management is able to take 
advantage of discounts offered for 
cash payment, chain stores are able 
to sell goods at lower prices, as a 
rule, than independent stores. 

“Moreover, chain-store merchan- 
dise is usually bought so carefully 
by experts and sold so rapidly that 
customers are always assured of 
fresh merchandise in good condition. 
This is doubly insured by the chain- 
store policy of moving a line of 
goods out of a store as soon as its 
sales decrease. Merchandise that 
does not sell well in one locality is 
often popular in another, and chain 
stores, for that reason, seldom have 
old stock on hand, because they shift 
goods from store to store. 

“Chain-store managements usually 
make thorough investigations of lo- 
calities and the needs of the people 
and carry in stock only goods suited 
to the needs, habits and demands of 
residents of a community or a neigh- 
borhood. As a result of this scien- 
tific knowledge of conditions, it is 
claimed that the public gets just the 
goods it wants in better, fresher and 
cheaper form. 

“Once the public becomes famil- 
iar with chain-store management and 
policies, it buys at these stores with 
confidence and it is often a great ad- 
vantage to people in strange local- 
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ities to recognize the familiar chain 
stores.” 


More Propaganda— 

California has been leading the 
way among all states in the pro- 
motion of fair trade bills, chain 
store tax measures and other ac- 
tivities intended to give inde- 
pendent retailers a fair chance to 
meet competition. Naturally, these 
chain interests have fought back, 
using the radio, newspaper and 
magazine advertising and gener- 
ally making the best claims they 
can for their type of distribution. 
Particular attention has been di- 
rected toward moving the farm 
trade, which first gave the mail 
order houses a start in the old 
catalog days and which now sup- 
ports in almost all rural districts 
a great many chain stores of vari- 
ous types. 


Salesmen— 


With business showing a de- 
cided upturn, prices relatively 
steady and higher and individual 
orders a little larger, salesmen 
who work on a commission basis 
are beginning to pick up some of 
the ground and progress they lost 
in the recent depression era. It 
is discomforting to have reports 
from good, reliable salesmen, act- 
ing as agents for manufacturers 
located some distance away, to 
the effect that commissions are 
being restricted to “orders taken 
only” and do not include all or- 
ders in the territory which the 
salesman covers. This is grossly 
unfair and unwarranted. Often a 
salesman, in this case at his own 
expense and with his own time and 
talent, works hard on a prospect 
and is promised an order which 
later goes direct to the factory by 
mail. The buyer is not always 
thoughtful enough to remember 
to ask that credit be given the 
salesman even though he might 
intend to do so. In such cases 
some companies are withholding 
commissions claiming salesmen 
did not make the sale. Several 
such complaints have come to me 
recently from salesmen whom I 
know to be honest men, hard- 
working and painstaking in their 
endeavors. Being strictly commis- 
sion men, they suffer from this 
practice and in some instances are 


trying to get around this techni- 
cality by urging buyers to list on 
their record cards the salesman’s 
home address so that orders may 
be sent there. This obviously slows 
up commerce and yet I do not 
blame the salesmen who follow 
this practice. 


Sales Manager— 


The fault lies with the manu- 
facturer’s sales executive, who 
pursues this unfair policy in han- 
dling commission men. Even a 
man on a straight salary and ex- 
pense account must naturally de- 
pend upon his sales volume to 
determine his income and he 
should also have credit on the 
company’s records for sales from 
his territory even though some of 
the actual orders come in direct 
to the company by mail following 
the salesman’s call. I suggest that 
all salesmen ask their buyers to 
indicate on orders sent by mail 
“credit Mr. Smith’s account.” It 
wouldn’t be much of a job and I 
am sure that the better buyers, 
sensing the unfairness of the prac- 
tice mentioned, will be glad to 
cooperate. 


Test Case— 


It is reported that early in De- 
cember there may be some action 
on the Federal Trade Commis- 
sion’s complaint against Bird & 
Son, Inc., and Montgomery Ward 
& Co. under the statute of the 
Robinson-Patman Act, as reported 
in the last issue of HARDWARE 
AGE, in this section. The hearings 
and other activities incident to this 
particular case are vital to the 
interests of every independent re- 
tailer and wholesaler in this coun- 
try. I urge all our readers to 
watch carefully for this report 
and other data on this important 
test case. As usual, HARDWARE 
Ace will endeavor to give a 
prompt, complete and unbiased 
review of what takes place, for 
we believe that this case has the 
elements of “precedent” on which 
similar complaints may be regis- 
tered with the Federal Trade Com- 
mission under the Robinson-Pat- 
man Act to relieve the unfair 
competitive situation which all of 
us know exists in many hardware 
lines. 
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PROMINENT SCOTTISH 
JOBBER VISITS U.S. 


Daniel McFarlane, joint man- 
aging director and chairman of 
the wholesale and manufacturing 
hardware firm of J. & A. McFar- 
lane, Ltd., Glasgow, Scotland, re- 
cently spent a week in New York 
City in the interests of his com- 
pany, which is said to be the 
largest wholesale hardware con- 
cern in Scotland. The company’s 
salesmen regularly call on the 
trade in England and Ireland as 
well as in Scotland, and the firm 
thas distributed American-made 
hardware for more than half a 
century. 

As a duty of about 20 per cent 
is imposed on most American 
hardware items this has some- 
what curtailed the purchases of 
such lines, and at present the 
firm is principally interested in 
new and unusual American house- 
hold and kitchen items. The prod- 
ucts manufactured by the com- 
pany are largely in the household 
wooden-ware classification. 

During his brief stay Mr. Mc- 
Farlane, accompanied by Melville 
G. Steinhardt, president of the 
American Steel Wool Co., Long 
Island City, N. Y., which com- 
pany’s products are exclusively 
distributed in Scotland by Mr. 
McFarlane’s firm, were welcome 
visitors at the office of HARDWARE 
Ack, where arrangements were 
made to have Mr. McFarlane 
meet Saunders Norvell, whose 
articles he has frequently read 
in Harpware AcE. 

Mr. McFarlane is president of 
The Iron, Steel and Ironmongery 
Benevolent Association of Scot- 
land, which was founded in 1900, 
and in contrast to the trade as- 
sociations of the United States, 
the organization is solely of char- 
itable and benevolent character. 
It is financed by donations of 
varying amounts and by life 
membership fees of £5 and up per 
member. The funds thus accumu- 
lated are invested in real estate 
mortgages and government se- 
curities, and the interest derived 
from such investments is ex- 
pended through grants to deserv- 
ing cases of personal and family 
distress within any branch of the 
hardware and allied trades, such 








DANIEL McFARLANE 


grants not being restricted to the 
association’s membership of 1000. 
Business conditions are very 
good in Scotland, according to 
Mr. McFarlane, who reports the 
steel industry operating at 100 
per cent of capacity largely as 
the result of regular trade de- 
mands, although Admiralty work 
has given some impetus to the 
increased rate of production. 





YOUNGHOLM NOW V.-PRES. 


OF WESTINGHOUSE 
David S. Youngholm was 
elected vice-president of the 


Westinghouse Electric Mfg. Co., 





D. S. YOUNGHOLM 


Mansfield, Ohio, at a _ recent 
meeting of the board of direc- 
tors. He will make his head- 
quarters in New York City. 


Mr. Youngholm joined the 





Westinghouse organization’ 27 
years ago in the engineering de- 
partment of the Westinghouse 
Lamp Co., after which he entered 
the sales department. 


In 1924 he was placed in 
charge of production of the 
Westinghouse Lamp Co. A year 


later he became assistant man- 
ager of sales. In 1927 he was 
made assistant general superin- 
tendent of the company and in 
1930, assistant to the vice-presi- 
dent. He later became vice- 
president of the same organiza- 





tion which position he held until 
his recent election. 


WISCONSIN ASSN. TO 
MEET FEB. 2-5 


The 41st annual convention and 
exhibit of the Wisconsin Retail 
Hardware Association will be 
held at the Milwaukee Audi- 
torium, Milwaukee, Wis., Febru- 
ary 2 to 5, 1937. George W. 
Kornely, 3374 N. Green Bay 
Ave., Milwaukee, is the exhibit 
manager. 





W. R. CHAPIN, E. C. ATKINS RESEARCH DIRECTOR, 
RECEIVES SAUVEUR AWARD OF MERIT 


At the banquet of the Ameri- 
can Society for Metals held at 
the Statler Hotel, Cleveland, 
Thursday evening, October 29, 
W. R. Chapin, director of re- 
search for E. C. Atkins & Co., 
Indianapolis, Ind., received the 
Albert Sauveur Achievement 
Award for the work he performed 
several years ago in connection 
with the quenching of steel. The 
award was established two years 
ago to recognize outstanding con- 
tributions to metallurgical knowl- 
edge. 

Mr. Chapin was graduated from 
the Alabama State Normal 





School and. attended the Univer- 
sity of Alabama for two years. 
After leaving college his first em- 
ployment was with the Cleveland 
Twist Drill Co., Cleveland. He 
left that company to become con- 
nected with E. C. Atkins & Co., 
with which he has been asso- 
ciated 27 years. The Sauveur 
medal was presented to him in 
recognition of research work, 


which led to his discovery in 
1914 that there is a critical tem- 
perature point in the heat treat- 
ment of steel at which the metal 
may be safely straightened. 





Dr. Albert Sauveur (left) is an onlooker as Dr. Zay Jeffries, recipient 
of the Sauveur award for 1935, greets William R. Chapin (right), re- 
search director, E. C. Atkins & Co., who received the 1936 award. 
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WOOSTER BRUSH 25 YEAR VETERANS RECEIVE WATCHES 





Front row, left to right, are: G. E. Seaboyer, C. 


Madge E. Boyles, Ida Moses, Elma Shibley, W. 


P. Foss, Jay Jolliff, 
H. Mills and D. J. Foss. 


Rear row, left to right, H. C. Straub, Ora A. Runkle, Frank Brumter, 


John F. Wepler, O. H. Foss, 


Members of “The Quarter-Cen- 


tury Club” of The Wooster Brush 
Co., Wooster, Ohio, were re- 
cently presented with engraved 
gold watches in commemoration 
of their completion of 25 or more 
years of service with the com- 
pany. 

When presenting the watches, 
Don Foss, general manager of 
the company, said, “The present 
management of the company ex- 
pects to continue this policy and 
as other employees reach the 25- 
year mark of continuous and 
faithful service with The Wooster 
Brush Co., a similar service 
award will be given them. It is 
our opinion that after 25 years 
of faithful service and continu- 
ous association with each other, 
there is sentiment in business. It 
is our hope that all of you who 
receive these watches today and 
those who will receive them in 





L. M. Rhodes and Wm. Laper. 


the future, will look upon them 
as tokens of mutual friendship 
and loyalty. I personally believe 
that this fine spirit which has 
prevailed in this organization for 
85 years, has contributed more 
to the success of your company 
than any other one factor.” 
Members of the company’s 
“Quarter-Century Club” and the 
year in which they started with 
Wooster Brush are: W. D. Foss, 
president, 1879; Ora A. Runkle, 
1892; L. M. Rhodes, 1893; O. H. 
Foss. 1900; Frank Brumter, 
1902; Elma Shibley, 1902; D. J. 
Foss, 1903; William Laper, 1904; 
Jay Jolliff, 1906; Ida Moses, 
1907; Madge E. Boyles, 1908; 
W. R. Clements, 1908; W. H. 
Mills, 1909; John F. Wepler, 
1909; John Swank, 1910; Harry 
C. Straub, 1910; George E. Sea- 
boyer, 1911, and C. P. Foss, 1911. 





LOCK FIRM OPENS 
IN DETROIT 


Wayne Lock Co., located in a 
new modern plant at 401 St. Jean 
Ave., Detroit, Mich., began pro- 
duction Nov. 15. New equip- 
ment installed in the plant in- 
cludes several special machines 
designed for the manufacture of 
automobile lock cylinders. The 
company will also produce a 
line of automobile accessories; 
tools, gigs, and fixtures for their 
manufacturer is being installed. 
About 400 people will be em- 
ployed on full schedule. 

The company has modern plat- 
ing rooms for copper, nickel, 
zinc, cadmium and chrome prod- 
ucts. New polishing and buffing 
equipment has been added to the 
plant, which is so wired that all 
of the machines will be indi- 
vidually motor driven. 

George W. Wilder is president 


NOVEMBER 19, 1936 





and general manager of the 
Wayne Lock Co. and Charles H. 
Nehls is vice-president and as- 
sistant general manager. Both 
were formerly connected with 
the Detroit division of the Yale 
and Towne Mfg. Co. and have 
had extensive experience in the 
manufacture of automobile locks. 





NAT. FOREIGN TRADE 
CONVENTION, NOV. 18-20 


The National Foreign Trade 
Council, Inc., 26 Beaver St., 
New York City, will hold its 
23rd annual convention Nov. 18 
to 20 at the Stevens Hotel in 
Chicago. A registration fee is 
required of each delegate, and 
none but registered delegates 
will be allowed to participate in 
the convention. The fee, which 
should be paid in advance to 
Lindsay Crawford, secretary, will 
be used to defray in part the 





expenses of the convention and 
to print the official proceedings 
which will be sent to each dele- 
gate. No registration fee is re- 
quired of university students 
taking foreign trade courses, pro- 
vided applications are sent to 
Mr. Crawford, through the Dean 
of the school they are attending. 





J. YESNER HEADS 
WEILAND, INC. 


J. Yesner has been appointed 
president of Chas. Weiland, Inc., 
wholesale hardware firm of 149 
Chambers St., New York City. 
He succeeds the late Harry 
Greenspecht. 





J. YESNER 


Mr. Yesner, who has been as- 
sociated with the company or 
the past 30 years, started as a 
stock boy and has since held 
varying positions. At present he 
is serving in the capacity of 
buyer. His firm conducts a 
wholesale business for hardware, 
cutlery, tools, and automobile ac- 
cessories. 


DISSTON USES UNIQUE 
MAILING ENVELOPE 


Henry Disston & Sons Co., Inc., 
Philadelphia, Pa., has been mail- 
ing sales literature on its prun- 
ers in an unusual visual-type 
envelope. This envelope has a 
Cellophane opening on its face 
which exposes part of the color- 
ful illustration of the four new 
Disston pruners, appearing on 
the inserted folder. Since the 
prices of these pruners are also 
visible, this type of envelope pre- 
sents a practically complete sales 
message in an_ eye-compelling 
manner. 





MRS. HONEYMAN WINS 
SEAT IN CONGRESS 


Mrs. Nancy Wood Honeyman, 
wife of David T. Honeyman, sec- 
retary-treasurer of the Honeyman 
Hardware Co., wholesale hard- 





MRS. NANCY HONEYMAN 


ware firm of Portland, Ore., was 
elected representative from Ore- 
gon to Congress. As representa- 
tive from the third district, she 
has the distinction of being the 
first woman to represent Oregon 
in the national capital. She will 
shortly go to Washington with 
her daughter, Judith. Her son, 
David, Jr., who is also associated 
with the Honeyman Hardware 
Co., will remain in Portland with 
his father. 

INDIANA HDWE. ASSN. TO 

MEET IN JANUARY 


The ‘38th annual convention 
and exposition of the Indiana 
Retail Hardware Association will 
be held at the Murat Temple in 
Indianapolis, Ind., Jan. 26 to 
29. G. F. Sheely is managing 
director with offices at 915-935, 
130 E. Washington Bldg., Indian- 
apolis. 


MISSOURI CONVENTION 
FEBRUARY 16-18 


Peyton C. Clark, secretary of 
The Missouri Retail Hardware 
Association, has announced that 
the association’s annual conven- 
tion and exhibit will be held 
Feb. 16, 17 and 18, 1937, at the 
Hotel Jefferson, St. Louis, Mo. 
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SONNEBORN PROMOTED 
BY REPUBLIC STEEL 


R. H. Sonneborn has been ap- 
pointed assistant manager of 
sales of the Pipe Division, Re- 
public Steel Corp., Cleveland, 
Ohio, according to an announce- 
ment by N. J. Clark, vice-presi- 
dent in charge of sales. He was 
formerly special representative 





R. H. SONNEBORN 


and assumes the position vacated 
by the appointment last year of 
George E. Clifford as district 
sales manager at Los Angeles, 
and more recently by Charles W. 
East, district manager of the 
Houston district. Martin I. Shea 
will continue as the other assis- 
tant manager in the pipe division, 
which position he has held for 
the past eight years. 

Mr. Sonneborn studied mining 
engineering at the Colorado 
School of Mines and later studied 
mechanical engineering at the 
University of Michigan, from 
which school he was graduated 
in 1921. He was associated with 
Colorado Fuel & Iron Co. in its 
operating department after his 
graduation and later entered the 
sales department of the Youngs- 
town Sheet & Tube Co., joining 
the Republic company in Janu- 
ary, 1936. 


SMITH, PRESIDENT OF 
SHAKEPROOF LOCK 


Harold Byron Smith has been 
elected president of the Shake- 
proof Lock Washer Co., Chi- 


officers of the company 
Olson, vice-presidents; Calmer L. 
Johnson, secretary-treasurer, and 
Frank W. England, assistant sec- 


retary. 


ALLEN LIQUIDATING ITS 
WHOLESALE BUSINESS 


W. H. & G. W. Allen, whole: 


sale distributors of hardware, 


cutlery, tools, and ammunition is 
liquidating 


its business. The 
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firm’s headquarters are at 113 
and 115 Market St. and 102-104 
Church St., Philadelphia, Pa. 





J. H. MIGNEREY NOW WITH 
CALIFORNIA HDWE. CO. 


John H. Mignerey has become 
associated with the California 
Hardware Co., Los Angeles, Cal., 
in an office position. He was 
formerly with R. L. Craig. Mr. 
Mignerey is also secretary of the 
Los Angeles Pot and Kettle Club. 





MAUREY MFG. KEEPS 
STOCK IN NEW YORK 


The Maurey Mfg. Corp., Chi- 





cago, Ill., manufacturer of press- 


ed steel, and single groove “V” 
pulleys now has a complete stock 
in New York City. The firm is 
represented in the metropolitan 
area by Carl A. Miller & Co., 2-4 
Howard St., New York City. 





A. S. BERRY JOINS 
GLASER LEAD CO. 


Arthur S. Berry, president of 
the Berry Solder Co. and 
merged his interests with the 
Glaser Lead Co., Inc., 31 Wyckoff 
Ave., Brooklyn, N. Y., of which 
he has become vice-president. 
The Glaser company manufac- 
tures acid and rosin core solder, 
spray guns, and special Glaser 
body solder. 





HARDWARE BOOSTERS ELECT OFFICERS 


The Hardware Boosters of New 
York held their regular monthly 
meeting concurrently with their 
23rd annual meeting at Pontin’s 
Restaurant, 47 Franklin St., New 
York City, on Friday evening, 
Oct. 30, 1936. In accordance 
with the organization’s custom a 
dinner preceded the meeting at 
which new officers were elected, 
and officers’ reports for the fiscal 
year were accepted. 

Former vice-president, Robert 
L. Hammond, The Bunting Brass 





R. L. HAMMOND 


& Bronze Co., was elected presi- 
dent to succeed A. M. Phelan, 
Sharon Hardware Mfg. Co., and 


| Malcolm E. Wyckoff, Hardware 
cago, Ill., to succeed his father, | 
the late Harold C. Smith. Other | 
are: | 


Frank W. England and Carl G. | 


W orld, was named vice-president. 
Albert Westphal, Corbin Screw 
Corp., was re-elected treasurer, 
and MacDonald Witten, Harp- 
WARE AGE was chosen secretary, 
succeeding John H. Tracy, Rawl- 
plug Co. 

Mr. Phelan, the retiring presi- 
dent, automatically becomes a 
member of the executive com- 
mittee, which with Charles J. 
Heale, HArpwarE AGE, as chair- 
man, includes in addition to Mr. 
Phelan, past presidents Roy C. 
Schmidt, Stanley Rule & Level 





Plant, John H. Tracy, and E. R. 
Sandiford, HarpwarE AcE. Ap- 
pointments to other standing 
committees will be announced by 
president Hammond at the next 
meeting. 

Due to the Thanksgiving holi- 
day, the regular date for this 
month’s meeting has been ad- 
vanced one week to Friday eve- 
ning, Nov. 20, at  Pontin’s 
Restaurant, where dinner will be 
served at 6.30 p. m., and an in- 
teresting program is being plan- 





MACDONALD WITTEN 


ned to follow. It was also decided 
to hold the Boosters annual 
Christmas Party, an event eagerly 
anticipated by all members and 
many of their friends in the 
trade, at the same meeting place 
on the afternoon of Saturday, 
December 19. 

The special committee ap- 
pointed to locate a permanent 
meeting place having advantages 
comparable to those enjoyed for 
many years by the organization 
at its former meeting place in 
the recently disbanded Hard- 
ware Club is expected to reach 
a decision prior to the first meet- 
ing of the New Year. 





PARKER, SALES MGR. OF 
W. M. DUTTON & SONS 


H. A. Lainson, president of 
W. M. Dutton & Sons Co., Hast 
ings, Neb., has announced the 
appointment of H. T. Parker as 
sales manager for the company. 
Mr. Parker, who is a graduate of 





H. T. PARKER 


the University of Nebraska, has 
been affiliated with the Dutton 
Co. for the past 15 years, serving 
as a salesman. Through his as- 
sociation with the hardware trade 
for the past 25 years, he is well 
known throughout the company’s 
territory. 

The Dutton Co. is celebrating 
its 50th anniversary this year. It 
wholesales hardware, harness, 
radio, electrical, automotive, and 
plumbing supplies. 





NASH-KELVINATOR 
MERGER APPROVED 


Plans for the merger of the 


‘Nash Motor Co. and Kelvinator 


Corp., Detroit, Mich., have been 
adopted by the boards of direc- 
tors for both companies, it was 
announced by George W. Mason, 
president of Kelvinator. 

The merger proposal, Mr. 
Mason said, will be submitted 
to the stockholders of both com- 
panies as soon as the necessary 
legal papers can be prepared. 

The new company will be 
known as the Nash-Kelvinator 
Corp. Charles W. Nash, chair- 
man of the board of the auto- 
mobile company, will be chair- 
man of the new organization and 
Mr. Mason will be president. 





OKLAHOMA CONVENTION 
SET FOR FEBRUARY 


The 34th annual convention 
and exposition of the Oklahoma 
Hardware & Implement Associa- 
tion will be held at the Masonic 
Temple, Oklahoma City, Okla., 
Feb. 2 to 4, 1937. Charles F. 
Nelson is secretary-treasurer of 
the association with offices at 


301 Key Bldg., Oklahoma City. 
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SOUTHERN CALIFORNIA ASSOCIATION HOLDS 
SEMI-ANNUAL ONE DAY HARDWARE CONFERENCE 


Members of the Southern Cali- 
fornia Retail Hardware Associa- 
tion recently held a semi-annual 
Hardware Conference at the 
Municipal Auditorium, San Ber- 
nardino, Calif., with Marion D. 
Hammersley, Puente, vice-presi- 
dent of the association, as chair- 
man. Discussions were on the 
subjects of: Can Hardware Stores 
Increase Customers Interest and 
Buying Via Modernization; Suit- 
able Physical Elements of a Mod- 
ern Hardware Store; Goods to 
Sell at a Profit; Telling Custom- 
ers Effectively; Fortifying Good 
Will; Surveying Your Trade 
Area; Can We Aid Jobbers in 
Cutting Down Their Overhead 
and Lowering Our Cost of 
Goods; Employees Trained for 
Their Tasks; Keeping Cash Busy 
and Securing Necessary Turnover 
and Proceeding With Assurance. 


These formal discussions brought 
forth considerable informal com- 
ment, 

Paul H. Rompage, Hollywood, 
was chairman of the reception 
committee and Walter Hanses 
headed the local arrangements 
committee being assisted by 
Elmer Wilshire, Frank Keller, A. 
J. Lillibridge and J. V. Guilfoyle, 
managing director of the asso- 
ciation. Entertainment features 
were provided through contribu- 
tions made by hardware retailers 
in San Bernardino, Riverside, 
Redlands and Colton. The ban- 
quet was held at the California 
Hotel with George W. Green, 
Long Beach, member N.R.H.A. 
board of directors as honorary 
chairman. Robert H. Westbrook, 
Riverside, president of the asso- 
ciation, officiated as toastmaster. 





WESTERN CLOCK CO. 
TO CHANGE NAME 


Due to changes in the corpo- 
rate structure of the Western 
Clock Co., La Salle, Ill., it has 
been proposed to dissolve’ the 
present corporation and to con- 
tinue under the name of West- 
clox division of General Time 
Instruments Corp., which previ- 
ously, as a holding company, held 
all the stock of Western. A state- 
ment of intent to dissolve the 
corporation was filed with the 
secretary of state of Illinois on 
Nov. 7, 1936. 

This procedure involves no 
change whatsoever in the char- 
acter or continuity of the busi- 
ness; its capital assets, owner- 
ship, or in the individuals re- 
sponsible for its management. 
The company’s relations with the 
trade and its policies will con- 
tinue unchanged. 





TICEN TO HEAD FOUNDRY 
MERCHANDISING SERVICE 


M. Earl Ticen of Cleveland, 
Tenn., and formerly sales man- 
ager of the Dixie Foundry Co., 
has organized a firm to be known 
as M. Earl Ticen & Associates. 
The new firm is to be an or- 
ganization of resident buyers in 
the South with headquarters at 
Cleveland, under the direction of 
Mr. Ticen, to buy stoves and 
kindred lines manufactured in 
that area for wholesalers, large 
retailers and chain stores through- 
out the United States, Canada, 
and Mexico. 

A leading designer of stoves 
and household utilities will be 
associated with Mr. Ticen to 
enable the new firm to offer new 
items in the stove field and to 
improve old designs. The new 
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company will also offer a mer- 
chandising service, which will 
include sales plans, artwork, 
copy, plates, and printing. 





ELECT OFFICERS FOR 
WARANCH HDWE. & PAINT 


At a recent meeting of the 
stockholders of Waranch Hard- 
ware & Paint Co., Inc., wholesale 
and retail firm of 660 Church St., 
Norfolk, Va., the following were 
elected to the board of direc- 
tors: Eldridge Waranch, Sam A. 
Waranch, and Dora Waranch. 
The board in turn elected 
Eldridge Waranch, president, to 
succeed the late D. S. Waranch. 
Dora Waranch continues as sec- 
retary-treasurer and Sam A. Wa- 
ranch as_ vice-president and 
general manager. 

The firm, which was estab- 
lished in 1904, is planning sev- 
eral sales events for 1937 to cele- 
brate “One Third of a Century 
of Progress.” 


NEWARK WIRE CLOTH Co. 
NAMES REPRESENTATIVES 


The Newark Wire Cloth Co., 
Newark, N. J., manufacturer of 
woven wire screens and wire cloth 
products has appointed Harry G. 
Mousat, Martin Bldg., Birming- 
ham, Ala., as sales representa- 
tive in that territory. W. C. 
Myers & Co., has been appointed 
sales representative in Tulsa, 
Okla., with headquarters at 8 N. 
Cheyenne St., Tulsa. Newark’s 
Pittsburgh office has been dis- 
continued. 


ROSS IS FIELD MGR. FOR 
VALENTINE & CO. 


P. W. Ross was appointed 
Western Field Manager, working 





out of Chicago, for Valentine & 
Co., New York City, and not 
Western Trade Manager, as was 
stated in the Nov. 5 issue of 
HARDWARE AGE. 





MARSHALL HEADS NEMA 
RANGE DIVISION 
Richard B. Marshall, president 


of Electromaster, Inc., 1803 E. 
Atwater St., Detroit, Mich., has 





RICHARD B. MARSHALL 


been selected 1937 chairman of 
the Range Division of the Na- 
tional Electrical Manufacturers 
Association. 





CHI-NAMEL MOVES 
TO NEW PLANT 


With the sale of the Cleveland 
plant and equipment of The 
Chi-Namel Paint & Varnish Co., 
to the Nu-Enamel Corp., all op- 
erations of the company have 
been moved to a newly enlarged 
modern plant at Kankakee, IIl. 
The sale includes only the plant 
and equipment and not the busi- 
ness of Chi-Namel. Executive 
offices will continue to be main- 
tained at 43 E. Ohio St., Chi- 
cago. 

During the week of Oct. 19, 
territorial representatives of The 
Chi-Namel Paint & Varnish Co., 
assembled in New York, Chicago, 
and Cleveland for their annual 
sales meetings. W. T. Mulcahy, 
vice-president, presided at the 
meetings and briefly sketched the 
company’s progress during 1936. 
The appointment of more than 
400 new distributors was also 
announced. T. L. Kennedy, ad- 
vertising manager, presented the 
merchandising and _ advertising 
program for 1937. 





VIRGINIA ASSN. TO 
CONVENE IN RICHMOND 
The Virginia Retail Hardware 

Assocation will hold its annual 
convention at the John Marshall 
Hotel, Richmond, Va., on Feb. 
16 and 17. 





KANSAS CITY FLYING QUEEN ATTRACTS 
ATTENTION TO SHEFFIELD DISPLAY 


Miss Betty Browning, winner 
of the Amelia Earhart trophy for 
women in the National Air Races, 
was a special added attraction at 
the Sheffield Steel Corp. display 
booth in the exhibit hall, Munic- 
ipal Auditorium, Kansas City, 
Mo. Since starting her flying 
career in 1929, Miss Browning 
has had many interesting and 
thrilling experiences. These she 
related to visitors to the Sheffield 
booth, which was created es- 
pecially for the first annual 
Jubilesta celebration of Kansas 
City. 

Miss Browning plans to com- 
pete in the Miami Air Races at 
Miami, Fla. From there she will 
fly to Havana, Cuba, competing 
in the Havana Air Races. Her 
most recent victory was in the 
women’s division of the Michigan 
Air Races in Detroit. She has 
the further distinction of being 
one of the three women in Kan- 
sas City holding a transport li- 
cense, 

The main feature of the Shef- 
field exhibit was the barbed wire 
machine, one of the type used 
regularly in the barbed wire de- 
partment. In order to give the 
public a clear idea of the manu- 
facturing process, the machine 





has been slowed down to about 
one-fourth its production speed. 
Normally the machine manufac- 
tures an 80-rod reel of barbed 
wire every 20 minutes. A trained 
operator was in charge of the ex- 
hibit and answered questions 
concerning the manufacture of 
barbed wire. 





Miss Browning displaying the 
Amelia Earhart trophy 
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MAY HDWE. CO. MAKES 
CHANGES IN PERSONNEL 


James V. Burke, who has been 
associated with the May Hard- 
ware Co., wholesale firm of 1818 
New York Ave., N. E., Washing- 
ton, D. C., for the past 32 years, 
was recently appointed manager 
of the firm’s government supplies 





JAMES V. BURKE 


department succeeding the late 
Oscar D. Allen. Mr. Burke, who 
has been doing important work 
in the company’s sales depart- 
ment, comes to his new duties 
with a long career of experience 
and knowledge of the various 





CHESTER A. VAN HORN 


government purchasing agencies, 
and hardware salesmanship. He 
has long enjoyed a close ac- 
quaintance with the sources of 
supply. 

Chester A. Van Horn, a Wash- 
ington city sales representative 
for the May Co. for 25 years, 
will have charge of the newly 
created department of incoming 
telephone orders, credits and 
cost price changes. 

Arnold L. Burd has been made 
manager of the billing depart- 
ment. Mr. Burd, who is a certi- 
field accountant, has been as- 
sociated with the company for 
more than 20 years. 

Other changes include the pro- 
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motion of Stanley Everhardt to 
floor salesman and of Lawrence 
Connor to have charge of city 
delivery. Both have been with 
the May Co. for more than 12 
years. 


NEW BUILDING FOR 
PHEOLL MFG. CO. 


The Pheoll Mfg. Co., 5700 
Roosevelt Road, Chicago, IIL, is 
constructing a two-story addition 
to its plant, fronting 300 feet on 
Roosevelt Road and extending 
back 75 feet to connect with the 
present factory building. The 
second floor of the addition will 
be occupied by the general offices 
while the remainder of the build- 
ing will be used for finished 
products and will include the 
packing and shipping depart- 
ments. 

Loading pits and platforms 
are an integral part of the main 
floor, adjacent to the packing 
floor. This will facilitate rapid 
loading and service to customers. 

The Pheoll Mfg. Co. was in- 
corporated in 1907. It manufac- 
tures a complete line of screws, 








bolts, and nuts and has offices, 
warehouses and distributors in 
principal cities of the country. 





KENTUCKY ASSN. TO 
MEET JAN. 19-21 


The Kentucky Hardware & 
Implement Association will hold 
its annual convention and ex- 
hibit on the 10th floor of the 
Seelbach Hotel, Louisville, Ky., 
January 19 to 21, 1937. J. M. 
Stone is secretary-treasurer of the 
association with headquarters in 
room 1009 of the hotel. 





OHIO ASSN. TO MEET 
FEBRUARY 16-19 


The forty-third annual conven- 
tion and exhibition of the Ohio 
Hardware Association will be 
held in Columbus, Ohio, Febru- 
ary 16, 17, 18 and 19, 1936. Con- 
vention headquarters will be at 
the Deshler-Wallick Hotel and 
the exhibition at the Columbus 
Auditorium. J. B. Conklin is 
secretary-treasurer of the associa- 
tion with offices at 175 S. Hight 
St., Columbus. 





BEHR-MANNING ENLARGES 
PLANT FACILITIES 


An extensive building expan- 
sion has recently been completed 
at the Behr-Manning Corp. plant 
in Troy, N. Y. A two-story addi- 
tion to the mechanical shops has 
been erected, which will be used 
largely as store rooms for the 
machine shop. A new 100-foot 
extension building is already 
fully occupied partly by in- 
creased cloth finishing operations, 
partly by new sandpaper develop- 
ments and processes and for the 
consolidation of certain manu- 
facturing operations previously 
scattered over remote parts of 
the plant. 

Greater coating room and dry- 
ing space has been provided by 
adding a third story, represent- 
ing an addition about 100 x 100 
feet, to the original building. A 
new home has also been provided 
for the scientific departments 
which previously had been housed 
on the third floor of the office 
building. 





Du-All Manufacturing Co. Joins 


American Institute 





Fischer & Bambrick, Inc., Appointed Sales and Advertising 
Representatives—Du-All Issues Sales Policy statement. 


The Du-All Manufacturing Co., 
Geneva, Ohio, manufacturers of 
mops and brushes, has joined 
the American Institute of Fair 
Competition, Inc., and has filed 
with that organization a state- 
ment of sales policy. At the 
same time the Du-All Manufac- 
turing Co. announces that Fisch- 
er & Bambrick, Inc., 120 W. 
Second St., Dayton, Ohio, have 
been appointed exclusive sales 
and advertising representatives 
for Du-All. George F. Holland, 
secretary of the Institute, has 
distributed photostatic copies of 
the notarized sales policy state- 
ment for the Du-All Manufac- 
turing Co., signed by Ralph 
F. Henn, its president. The text 
of this policy statement is as 
follows: 

“All Geneva products are 
distributed exclusively 
through wholesalers and dis- 
tributors. We sell no other 
class at any price. Geneva 
products are available under 
like conditions at the same 
price and terms to all our 
distributors and wholesalers 
and these prices and terms 
will be changed only through 
announcements to the entire 


trade. No rebates, special 
prices, protection against 
price decline, consigned 


stocks or any other special 





concessions such as advertis- 
ing, unannounced freight, 
catalog allowances, etc., will 
be allowed to anyone unless 
offered to all under like con- 
ditions. No seconds. No 
warehouse stocks. 

“This Statement of Sales 
Policy applies to all sales in 
the United States. It is de- 
signed to protect the profit 
and volume of all our dis- 
tributors and wholesalers. If 
there is any point about our 
sales policy not covered here, 
we will gladly furnish fur- 
ther information to anyone 
requesting it. 

“Believing most unfair com- 
petition evils come about 
through secrecy, we urge the 
hardware trade to ask their 
suppliers to file a Statement 
of Sales Policy with The 
American Institute of Fair 
Competition, Inc.” 
Supplementing this Policy 

Statement filed with the Insti- 
tute is a related statement by 
R. C. Fischer, president, Fischer 
& Bambrick, Inc., who states: 

“In reference to the State- 
ment of Sales Policy just 
filed with you by the Du-All 
Manufacturing Co., Geneva, 
Ohio, we are now their ex- 
clusive sales and advertising 
representatives and in future 





of Fair Competition 


will dictate the sales policy 
of this concern. Unfortunate- 
ly, when we were called in, 
we found that practically 
none of their distribution was 
through the wholesaler-retail- 
er channel. It would, there- 
fore, be financial suicide for 
them to change to this policy 
over night. 

“We, however, pledge our- 
selves to the following pro- 
gram: 

“First, all their mops, pol- 
ishes, and waxes bearing the 
Geneva label will be dis- 
tributed exclusively through 
wholesalers and distributors 
in line with their policy on 
file with The American In- 
stitute of Fair Competition, 
Inc. 

“Second, on these prod- 
ucts, we will at all times put 
the independent retailer in a 
position to meet chain store 
and catalog house competi- 
tion at a profit. 

“Third, we will accept no 
more business from chain 
stores or catalog houses on 
their Du-All or any other 
products at any price. 

“Fourth, we will discon- 
tinue direct sales to depart- 
ment stores and other classes 
dollar for dollar as we suc- 
ceed in getting jobber dis- 
tribution.” 


HARDWARE AGE 
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GLOBE STOVE & RANGE DEVELOPS NEW LINES 
UNDER DIRECTION OF ALDEN P. CHESTER 


Under the direction of Alden 
P. Chester, who recently was 
made vice-president and general 
manager of the Globe Stove & 
Range Division of the Globe 
American Corp., Kokomo, Ind., 
that organization has developed 
and marketed completely new 
lines of Dutch Oven ranges in 
both coal-wood and gas models. 
These ranges feature the early 
American method of cooking with 
retained heat. The company 
has instituted demonstrations 
throughout the country to direct 
the attention of housewives to 
the advantages of this colonial 


cookery. 
Mr. Chester before his recent 
appointment served the Globe 


Stove & Range division for a 
number of years as vice-president 
in charge of sales. In that ca- 
pacity he was also responsible 
for many successful additions 
made to the company’s line. 
Mark A. Brown has _ been 
elected president of the division. 
He is also an executive vice- 








A. P. CHESTER 


president of the Harris Trust & 
Savings Bank of Chicago and 
prior to 1928 was general man- 
ager of the Globe Stove & Range 
Co. 

A. Jannuzzo is now plant man- 
ager. He was formerly superin- 
tendent of the Bucks Stove & 
Range Co., St. Louis, Mo. 





ALSTEEL MFG. NAMES 
WEST COAST AGENT 


Walter L. Jensen, 180 New 
Montgomery St., San Francisco, 
Cal., has been appointed repre- 
sentative in California for the 
Alsteel Mfg. Co., Battle Creek, 
Mich. The line he will work 
with consists of hose clamps, 
couplings, menders, nozzles, and 
sprinklers. 


KAUTZ HEADS RESEARCH 
COMMITTEE FOR LUCAS 


Lloyd F. Kautz, industrial de- 
partment, John Lucas & Co., Inc., 
322 Race St., Philadelphia, Pa., 
paint and varnish manufacturers, 
has recently been appointed 
chairman of the research and de- 
velopment committee of that com- 
pany. The committee’s function 
will be to supervise and correlate 
the various developments and re- 
search projects carried on by the 
Lucas organization. 

Mr. Kautz has a background 
of wide experience in technical 
direction together with a com- 
prehensive knowledge of present 
day sales requirements which 
makes him especially fitted to 
head the committee. 


C. K. R. CO. MOVES PLANT 
TO NEW JERSEY 

The C. K. R. Co., Cleveland, 

Ohio, has moved its plant from 

Frankfort, N. Y., to Perth Am- 

boy, N. J., where the com- 

pany will carry on the manufac- 
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ture of shovels, and small garden 
and lawn tools. 


PANHANDLE ASSN. TO 
MEET IN FEBRUARY 


The Panhandle Hardware and 
Implement Association will hold 
its convention Feb. 8 and 9, 1937, 
at the Herring Hotel, Amarillo, 
Tex., it was announced by C. L. 
Thompson, secretary-treasurer. 


WEST VIRGINIA ASSN. 
MEETS IN FEBRUARY 


The annual convention of the 
West Virginia Hardware Asso- 
ciation will be held February 11 
and 12, 1937, at the Fairmont 
Hotel, Fairmont, West Virginia, 
it was announced by secretary- 
treasurer H. B. Clower. 


JERSEY GROUPS HAVE 
HYPNOTIST AT MEETING 


Sixty-five members of the 
North Jersey Hardware & Sup- 
ply Assn. and the Jersey Hard- 
ware Retail Hardware Associa- 
tion were entertained by Profes- 
sor Gerald M. P. Fitzgibbons, 
psychologist and hypnotist. Pro- 
fessor Fitzgibbons hypnotized 
seven members of the audience 
and while they were in a trance, 
made them act according to his 
commands. While this provided 
much entertainment, Professor 
Fitzgibbons summed up the af- 





fair by saying that by using a 
little psychology, better selling 
could be brought about and also 
more merchandise sold. He told 
the dealers that if they concen- 
trate upon the article the buyer 
is interested in, they can almost 
make him buy in the same man- 
ner he made the mesmerized par- 
ties do his bidding. He does 
not call his method, hypnotism, 
but refers to it as psychological 
mental concentration. Professor 
Fitzgibbons is available for other 
organizations at a nominal 
charge. 

Donold Rice of PASHA was 
also a guest speaker at the meet- 
ing. He outlined the benefits of 
the association and the help it 
was giving dealers to combat 
chain competition and exorbitant 
taxes. 

W. Glenn Pearce, managing 
director of PASHA presided over 
the meeting, which was held at 
the Colonia Country Club, Co- 
lonia, N. J., on Oct. 27. 





HOUSE FURNISHINGS SHOW 
JANUARY 10 TO 16 


The National House Furnish- 
ing Exhibit, sponsored by the 
National House Furnishing Mfrs. 
Assn., 228 N. LaSalle St., Chicago, 
Ill., will be held at the Stevens 
Hotel, Chicago, Jan. 10 to 16. 
This year an increased number 
of wholesalers is expected and 
special badges will be provided 
for them. Manufacturers who 
are exhibiting in the 1937 show 
and who distribute a large part 
of their merchandise through 
wholesalers, will welcome their 
attendance, and special efforts 
will be made to serve them. 

This year’s exhibit also marks 
the tenth aniversary of these 
annual shows. At the first ex- 
hibit, only 84 exhibitors occupy- 
ing 70 rooms on the fifth floor 
of the Stevens Hotel displayed 
their products. This year six 
floors and over 400 rooms will 
be occupied. 





HARDWARE BRIEFS 





DELAWARE 
J. H. Dunes & Son, Milford, 


Del., has erected a new modern 
store building to replace the old 
building, which was destroyed 
by fire. The new building has 
hollow tile walls stuccoed, black 
and ivory terra-cotta front, stain- 
less steel glass set, and semi- 
indirect lighting fixtures in 
fumed oak finish. 


GEORGIA 
White Hardware Co., 102 W. 


Congress St., Savannah, Ga., is 
increasing the size of its quar- 
ters by one-third by takin& the 
adjoining building consisting of 
three floors and basement. The 
enlarged store will have a front- 
age of 80 feet on Congress St. 
through to St. Julian St. and a 
frontage of 66 feet on Whitaker 
St. 


IOWA 


Ralph Propp, of Sidney, Iowa, 
has transferred his stock to 
Hamburg, that state, where he 
has gone into partnership with 
his brother, Carl Propp. The 
new business will be known as 
the A. C. Implement & Hard- 
ware Co. 


KANSAS 


R. M. Somers has purchased 
the Fitsmorris Hardware at Al- 
toona, Kan., and is operating the 
business under his own name. 





MISSOURI 


Francis Harris has purchased 
the hardware business of Fred 
T. Rott in Kirkwood, Mo. 





NEBRASKA 
W.. G. Stigile has moved his 
hardware business to a new lo- 
cation on South Main St., 
Hooper, Neb. 
NEW YORK 


The Fort Plain Hardware has 
succeeded the Mac Hardware at 
Fort Plain, N. Y. William F. 
Gross is president of the new 
concern. 


OHIO 


William R. Kramer, who has 
conducted Kramer’s Hardware at 
19 E. Second St., Chillicothe, 
Ohio, has formed a partnership 
with Chris H. Stocklin, and the 
business will be known as Stock- 
lin & Kramer. 


PENNSYLVANIA 
The Rusiawicz Hardware has 
leased a building on Garfield St., 
Tarentum, Pa., and has moved 
the business there from Center 
St. 


TEXAS 


The Watts Hardware Co., Inc., 
San Antonio, Tex., is increasing 
its authorized capitalization from 
$30.000 to $50,000. 
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F. W. COPELAND ELECTED PRESIDENT 
CENTRAL STATES MILL SUPPLY CLUB 


About 600 diners attended the 
fourth annual meeting and ban- 
quet of the Central States Mill 
Supply Club at the Hotel Sher- 
man, Chicago, Monday, Nov. 9, 
1936. About 70 distributor or- 
ganizations were represented in 
this group of which W. H. Clark, 
Samuel Harris & Co., Chicago, 
was president and _ toastmaster 
during the evening. F. W. Cope- 
land, president, H. Channon 
Co., Chicago, succeeds Mr. 
Clark as president. Geo. M. 
Bockstahler, Indianapolis Belt- 
ing & Supply Co., Indianapolis, 
Ind., is the new vice-president 
and Frank Summers, John Pritz- 
laff Hardware Co., Milwaukee, 
Wis., is the new secretary. The 
treasurer is E. K. Stoddard, Iowa 
Machinery & Supply Co., Des 
Moines, Towa. 





During the afternoon the dis- 
tributors held their meeting and 
elected new officers. The latter 
part of the afternoon was de- 
voted to informal contact with 
the many manufacturers present. 
Following the banquet that even- 
ing, President Clark issued the 
welcome and P. Ridings, presi- 
dent, National Supply & Ma- 
chinery Distributors’ Association 
spoke on the activities of that 
body. Alvan T. Simonds, presi- 
dent, Simonds Saw & Steel Co., 
Fitchburg, Mass., was spokesman 
for the manufacturers and dis- 
cussed economic trends which 
study has long been a _ hobby 
with him. Mr. Copeland, the 
president responded for the dis- 
tributors. 





JAMES T. SKELLY, V. P. HERCULES POWDER CO., PASSES 


James T. Skelly, 59, vice-presi- 
dent and director of the Hercules 
Powder Co., Wilmington, Dela- 
ware, passed away Saturday, Oct. 
31, 1936, following an illness of 
six weeks. He was one of the 
most widely known men in the 
explosives-consuming industries, 
not only because of his 44 years 
of service, but because of his 
capacity for making friends. As 
chairman of the finance. commit- 
tee and member of the executive 
committee, he served his com- 
pany with notable distinction and 
aided immeasurably in its de- 
velopment from its inception in 
1913 as an explosives company 
to its present position in the 
chemical industry. 

Mr. Skelly is none the less 
known to hardware men through- 
out the country. He was a past 
president of the Old Guard, 
Scuthern Hardware Salesmen’s 
Association, and a former mem- 
ber of the executive committee 
of the American Hardware Man- 
ufacturers Association. 

He began his career in 1892 as 
office boy for the Nashville 
branch of the old Laflin and 
Rand Powder Co. Joining a 
hardware company, he later re- 
turned to Laflin and Rand in 
New York as southern salesman, 
advancing soon to assistant to 
the general manager of sales. 
With the purchase by the duPont 
Company in 1903, Mr. Skelly 
took charge of Laflin and Rand 
sales and then was placed in 
charge of the duPont Powder 
Division, along with the manage- 
ment of advertising. On January 
1 he resigned to assume the posi- 
tion of vice-president in charge 
of sales of Hercules Powder Co. 

His other interests were wide 
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J. T. SKELLY 


and diversified for he held direc- 
torships in many business and 
banking institutions and was af- 
filiated with many clubs and or- 
ganizations. 

Mr. Skelly leaves his widow, 
six children, his mother, three 
brothers, and two sisters. 





GROVER H. SCHATZ 


Grover H. Schatz, 48, vice- 
president and secretary of the 
Schatz Mfg. Co., and the Federal 
Bearings Co. of Poughkeepsie, 
N. Y., passed away suddenly 
November 2 at his home in that 
city. Mr. Schatz was also presi- 
dent of the Waterbury Steel Ball 
Co., Waterbury, Conn., in which 
business he was associated with 
his brother, Herman A. Schatz. 
He leaves his widow and two 
daughters. 


CHARLES A. PACKARD 
Charles A. Packard, 46, west- 


ern sales manager, brush divi- 
sion, Devoe & Reynolds Co., 





Inc., New York City, 
away Oct. 25. 

Mr. Packard became associ- 
ated with the company as sales- 
man in the Chicago branch in 
1918. Later he was promoted to 


passed 


the position of traveling sales 
manager for Chicago, and in 
1923 appointed branch manager 
in Cincinnati. In 1933 he was 
promoted to the position which 
he held at the time of his death. 





TAX EXEMPTIONS FOR COOPERATIVES 
MADE UP FROM INDEPENDENTS’ TAXES 


Earnings of farm and con- 
sumer cooperatives are exempt 
in many instances, under both 
federal and state laws, from in- 
come taxes that are paid by 
private business, American Re- 
tail Federation announced re- 
cently, after making a study of 
tax exemptions as a form of sub- 
sidy by the government to co- 
operative organizations. 

There are two plans by which 
cooperatives distribute their earn- 
ings, the Federation said. One 
is the so-called “fixed dividend,” 
which is the amount paid on 
shares of capital owned by mem- 
bers—substantially the same as 
the preferred dividends of pri- 
vate corporations. The other is 
the so-called “patronage divi- 
dend,” which is the amount paid 
to the members in proportion to 
their purchases. 

The patronage dividend is con- 
sidered by many authorities as 
being merely a method of dis- 
tributing the profits of coopera- 
tives to members. Another group 
holds, however, that such divi- 
dends are simply a rebate to 
members on the surplus amounts 
paid for goods at the time of 
purchase; hence they are not 
regarded as earnings on profits. 

Tax collecting agencies gen- 
erally exempt the patronage divi- 


dends of consumer cooperatives 
from taxation, the Federation 
found. But in a recent decision 
by the United States Court of 
Appeals for the District of Co- 
lumbia it was held that the 
patronage dividends of the Stan- 
ford University Book Store were 
taxable. However, it would re- 
quire a decision by the Supreme 
Court to make this ruling bind- 
ing on the Federal Taxing au- 
thorities in all similar cases. 

The federal law exempts the 
fixed dividend of farm coopera- 
tives under specified conditions, 
the ARF discovered, but such 
dividends by consumer coopera- 
tives are generally liable for 
payment of federal taxes. On 
the other hand, the federal law 
exempts the patronage dividend 
of farm cooperatives only insofar 
as these dividends are the result 
of business principally with mem- 
bers. 

Most state laws follow the 
federal practice in exempting 
only the earnings of farm co- 
operatives. Six states—Arizona, 
California, Minnesota, Montana, 
North Dakota, and Wisconsin— 
however, exempt consumer co- 
operatives as well as farm co- 
operatives from taxation on 
amounts distributed as patronage 


dividends. 





MOUNTAIN STATES ASSN. 
WILL MEET IN DENVER 


John T. Bartlett, secretary- 
treasurer of the Mountain States 

ardware & Implement Associa- 
tion has announced that the as- 
sociation will hold its annual 
convention, Jan. 18, 19 and 20 
at the Cosmopolitan Hotel, Den- 
ver, Colo. 


MINNESOTA ASSN. TO 
MEET FEB. 23-26 


The 1937 convention of the 
Minnesota Retail Hardware As- 
sociation will be held Feb. 23, 
24, 25 and 26 in St. Paul, Minne- 
sota. The Lowry Hotel will be 
convention headquarters and the 
meetings and exhibits will be 
held in the St. Paul Auditorium. 





TEXAS ASSN. TO MEET 
JANUARY 26 TO 28 
The Texas Hardware & Imple- 


ment Association will hold its 
39th annua! convention at the 





Baker Hotel, Dallas, Tex., Jan. 
26, 27 and 28, 1937, it was an- 
nounced by Dan Scoates, secre- 
tary, College Station, Texas. 





CALIFORNIA ASSN. TO 
MEET, FEB. 14-17 


The annual convention and 
exhibit of the California Retail 
Hardware Association will be 
held on the roof garden of the 
Whitcomb Hotel, San Francisco, 
Cal., Feb. 15 to 17. On Sunday, 
Feb. 14, the association will hold 
a golf match and skeet shoot for 
its members. Le Roy Smith is 
manager-treasurer of the asso- 
ciation with headquarters at 417 
Market St., San Francisco. 





CONNECTICUT ASSN. TO 
MEET, MARCH 3 AND 4 


Charles F. Freeman, secretary 
of the Connecticut Hardware 
Association, has announced that 
group will hold its annual con- 
vention March 3 and 4 at the 
Hotel Elton, Waterbury, Conn. 
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W. B. Richards Dies 


A career of eminent leader- 
ship in mid-West hardware circles 
was brought to a sudden close 
with the passing of Walter B. 
Richards, president of Richards 
& Conover Hardware Co., whole- 
sale, Kansas City, Mo., and Okla- 
homa City, Okla. Of his 76 
years, Mr. Richards had de- 
voted more than a half century 
to unstinted effort in behalf of 
his business and in the better- 
ment of the hardware trade. His 
death on Friday, Oct. 30, 1936, 
resulting from a heart ailment, 
comes as an irreparable loss to 
those people fortunate to have 
known him as an intimate friend 
or as a business associate. 

Mr. Richards’ active connec- 
tion with the wholesale hard- 
ware business began in 1881, 
when he was 21 years old. He 
entered the firm’s Kansas City 
office as secretary, working under 
his father who was president. 
Later he was made _ vice-presi- 
dent. 

At the death of Colonel Rich- 
ards in 1922, Walter Richards, or 
“W.B.” as he was most frequent- 
ly referred to in business routine, 
succeeded to the presidency of 
the company. He kept his finger 
on every important detail of the 
large business he headed, which 
employed hundreds of persons 
and distributed merchandise over 
a large portion of the Southwest. 


His executive leadership was 
marked by a fundamental de- 
mocracy, which manifested itself 
in all his contacts. One of his 
greatest business interests was 
the “Twenty-Five Year Club” of 
the Richards & Conover Hard- 
ware Co., made up of employees, 
who had been with the company 
a quarter of a century. Mr. 
Richards was a member with 55 
years’ service. Many other mem- 
bers have much more than 25 
years’ service to look back on. 
But small part of the esteem in 
which he was held by his em- 
ployees was indicated, when 300 
of his business associates gave 
him a party on his 75th anni- 
versary. 

The name of Richards has 
been a byword in the hardware 
business in the Middle West 
since pioneer days and on that 
record, Mr. Richards has left an 
indelible mark. In 1887, his 
father, John D. Richards, started 
a hardware store in Leavenworth, 
Kan. In the next few years 
Kansas City developed rapidly 
and its future as a great railroad 
and business center seemed 
assured. 


The elder Mr. Richards, wish- 
ing to be in the center of things, 
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W. B. RICHARDS 


moved his stock to Kansas City 
in 1875. The store, growing with 





the city, soon became the largest 
wholesale hardware company in 
that territory. When the original 
quarters were outgrown, the com- 
pany moved to a new location. 
In 1902, expanding ‘ business 
necessitated another move to still 
larger quarters at the northwest 
corner of Fifth and Wyandotte 
Sts., the company’s present build- 
ing. 

Mr. Richards’ boyhood was 
spent in Leavenworth at the 
height of the old river days. His 
early ambition was to be a me- 
chanical engineer and he entered 
Cornell University with that 
purpose in view. But illness in- 
terfered with his college career 
on two occasions and at the in- 
sistance of his father, he re- 
mained in Kansas City, where he 
later entered the wholesale hard- 
ware’ business. 





He never lost his love for the 
Missouri River and was always 
intensely interested in restoring 
river traffic. To that end he gave 
freely of time and money. None 
the less active in the civic and 
social affairs of his city, Mr. 
Richards was a member of the 
Chamber of Commerce, the Uni- 
versity Club and the Kansas City 
Country Club, of which he was a 
past president. 


He was married to Miss Ger- 
trude Mercereau in 1884. Besides 
his widow, Mr. Richards leaves 
two daughters, Mrs. Samuel W. 
Sawyer of Kansas City and Mrs. 
Frank Jack Fletcher of Wash- 
ington. A brother, George V. 
Richards, and a sister, Mrs. 
James E. Logan, both of Kansas 
City, also survive. 





Clarence S. Harper Passes 


The passing of Clarence Samuel 
Harper on Nov. 2, 1936, brought 
to an untimely close the benevo- 
lent and distinguished career of 
the president of Harper & Mc- 
Intire Co., wholesale hardware 
firm of Ottumwa and Cedar 
Rapids, Iowa. Once more as in 
recent months, hardware men 
throughout the country have 
cause to be saddened by the loss 
of one, who since the turn of 
the century, has enjoyed a posi- 
tion of eminence and respect in 
their field of endeavor. His 
sphere of influence was not 
limited to city and state, for to 
many, his spirited work on the 
executive committee of the Na- 
tional Wholesale Hardware Asso- 
ciation exemplifies his unceasing 
efforts in behalf of entire hard- 
ware trade. 


Mr. Harper was a graduate of 
Harvard University, and before 
his entry into the hardware 
wholesale business, had achieved 
a successful journalistic career 
with the Ottumwa Daily Courier 
as editorial writer and managing 
editor. 

In 1900 he became associated 
with Harper & McIntire Com- 
pany and from then on his ad- 
vance was rapid. In 1913 he 
was elected vice-president and in 
1920 began his sixteen years’ 
active leadership as president of 
the company. 

But Mr. Harper was more than 
a business executive. He was a 
leader in civic life and public 
thought. His name is connected 
with almost every major achieve- 
ment in Ottumwa during more 
than a quarter of a century. He 
gave much of his time to move- 
ments and undertakings repre- 








Cc. S. HARPER 


senting community cooperation. 
He was instrumental in the 
formation of the Ottumwa riyer- 
front commission, of which he 
was chairman at the time of his 
death. 


For two years during the 
World War, he was president of 
the Ottumwa chamber of com- 
merce and has served as _ its 
director for a number of years. 
He also served as vice-chairman 
of the Liberty Loan committees 
of Wapello counties. He has 
served on the board of trustees 
of the Ottumwa public library 
and was a member of the city’s 
board of education from 1918 to 
1922. Mr. Harper was also im- 
portantly identified with many 
more civic and business inter- 
ests and they form an imposing 
list. 

Iowa knew him almost as well 
as Ottumwa, for he worked con- 
scientiously for the advancement 
of his state. He played an im- 
portant part in organizing the 





Iowa Coal Institute, a movement 
formed in 1929 for the purpose 
of increasing the corsumption 
and production of Iowa coal. He 
became the institute’s first presi- 
dent, in which position he con- 
tinued to serve until his passing. 
His many friends throughout the 
state urged him to seek the Re- 
publican nomination for gover- 
nor of Iowa in the recent elec- 
tion, but he declined. 

Mr. Harper, the son of Capt. 
Samuel Houston Harper and 
Cornelia Russell Harper, was 60 
years old at the time of his 
death. His father was intimate- 
ly associated with the pioneer 
commercial history of Ottumwa 
and was one of the founders of 
the wholesale hardware business, 
in which the son achieved such 
notable success. 

Mr. Harper was born in Ottum- 
wa and received his early educa- 
tion there, graduating from high 
school in 1893. Here a tragic 
incident serves to illustrate the 
fortitude with which he met all 
obstacles. While in his senior 
year hé suffered the loss of his 
right arm, but despite this pain- 
ful injury, completed his course. 
He attended Parsons College for 
one year and then worked as a 
reporter. In 1895 he entered 
Harvard University from which 
he was graduated in 1899. He 
was elected to the board of the 
Harvard Advocate in 1897. 

Mr. Harper was married to 
Miss Elisabeth Deuel Chamber 
of Chicago in 1905. Mrs. Har- 
per; three sons, Samuel H., 
James Rayner of Ottumwa; Wal- 
lace Russel of West Newton, 
Mass., and a brother, Russell 
W. W. Harper, vice-president 
and treasurer of Harper & Mc- 
Intire Co., survive. 
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Cooperating with all 
local painters, this 
hardware man set the 
example to consum- 
ers to paint up. He 
also organized the 
painters for help 
increase their busi- 
ness and his own. 


During the campaign an attractive window display was used by Couden’s Hardware 





The painters of Manlius, N. Y., attack the job of painting the Couden store 


This Paint Plan 
for Both Painter and 
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By J. H. COUDEN 


Hardware Dealer, Manlius, N. Y. 


HIS morning, when I came 
to work at seven (this is a 
town of 1300) Paul Frende, 
a local painter, was waiting for 
me with a paint order totalling 
$35.65. A property owner was 
going to buy from a travelling 
friend, at a price, but Paul ex- 
plained that my line was fresh, 
something new and he’d be better 
satisfied. We got the business. 
About an hour later, another 
home owner came in and bought 
five gallons, although I had given 
him a selling talk the day before 
without success. Inquiry re- 
vealed the fact that he had been 
impressed, but wanted to see what 
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a the store individually, ascertained 
their rate per hour and engaged 
them all at five cents per hour 
higher than the highest rate per 
hour any man asked. We set the 
date for two months ahead and 
made a painting bee. 


PAINT 
Prin APOUARTER: Thi ; °. d 
b for Event While about it, we organize 
. Y Purpose . to} 
p. them into a permanent Manlius 
Monae? fr Master Painters’ Association, with 


7 
he New “en é 
Color Pang headquarters at the store. To 


DO_-You OWN y drum up business for them and 


RE« Drown HOme> us we joined them in a public of- 

' . . . . . 
aay The Manline pg, - fer, a facsimile of which is repro- 
ringing you tha Painters rae duced herewith, which was circu- 
Your hon <8”. have twa ae MtOn joine wis ae larized in the territory at our ex- 
AND 82 0@e, et alae of Monad "eden 's Hard. pense. The offer was to furnish 
5 Wiehe ne "oof, Porches met, Quality pul all painting materials and labor 
na. conn 78 wi hr Orate the ince wn terior sur hy necessary to completely redecorate 
ear" ps refinishing ‘°° walling mniahd home Pike the exterior and interior of any 
Enc, UPC compan, © materials ang ay Si like, AND @ll the parce home, and to accept in payment 
Month thereafter (PAY to labor! one-sixth of the total bill each 


month thereafter, without interest. 
In addition to the very gratifying 


USINes. ’ 
"U Want ¢ yo ape, n ° 
p,Y°Y can may he improveie “esa . ying to ai sales made under this offer we 
aint a . Nd th ant th, 5 eu d, . . . 
dep ton Fy Martens MOE Metite in ‘onvenience of Xk and ey impressed upon the public mind 
m y. : 
Teasormble pes eattiful home 2% aan) — that the paint we handled was so 
be: See hi 


tee 
* Prompt sent. I wit thauden good that it merited the united 
endorsement of the painters. 

We put a neat sign in the paint 
department reading: “Good Paint 


Here. Good Painters in Manlius. 





Pease, his painter, thought. Pease 
said there was nothing better and 
the customer would be perfectly 
satisfied. 

Before noon another sale of 
twelve gallons was made over the 
phone to a man in a neighboring 
town, on the recommendation of 
another painter. There in three 
tranactions we had about $100 





The Couden paint department. Above: The letter sent to consumers in coopera- 
tion with the Master Painters Association 


Here at Paint Headquarters We 


* 
% 





worth of business in paint and ex- 
tras in a single day. Gratifying 
paint days are frequent with us 
and one of the greatest causes is 
the constantly cultivated good 
will of the painting fraternity. 
Petting painters pays! 
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When we painted our store 
building recently, we created a lot 
of good will among the painters. 
Instead of asking for bids and let- 
ting the contract to the lowest bid- 
der, possibly saving a few dollars, 
we summoned all local painters to 


Furnish Both.” Another sign, 
headed: “Manlius Master Paint- 
ers’ Association” lists their names, 
addresses and phone numbers, 
and effort is constantly made to 
(Continued on page 83) 
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\ ’ THEN the _ cooperative 
movement emerges from 
its dark corner retirement 
of the past few months, so feasi- 
ble politically after the publicity 
spotlight of midsummer, how fast 
can it be expected to grow, what 
will it do to the hardware indus- 
try, and what can the hardware 
industry do about it? 
Depend upon it, the co-ops will 
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Co-ops Will Not Become the 
Dominant Type of Business 


Fourth and Last of a 
Series of Articles by 


LESLIE G. MOELLER 


be back in full force, aud probably 
with an increasing amount of Gov- 
ernment support. President Roose- 
velt has already shown his interest 
by sending an investigating com- 
mission abroad, and Secretary of 












Agriculture, Wallace, has out- 
spokenly called for an all-encom- 
passing cooperative development. 
On the other side of the political 
fence Col. Theodore Roosevelt, Jr., 
has declared himself for a pro- 
gram recognizing “the principle of 
cooperation and _ profit-sharing 
such as is practiced in Sweden, 
England, and other countries.” 
And in Minnesota, which has set 
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Ads and headlines from the Cooperative Consumer are strong in support of the Co-op ideal 
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Consumers Cooperative Branch of the North Kansas City wholesale at Des Moines, Iowa 


the example for other states in 
many fields, the Democratic, Re- 
publican and Farmer-Labor par- 
ties are all publicly approving the 
cooperative movement. 

Possible political help will be a 
big factor in speeding co-op de- 
velopment, but until now the great- 
est of its practical selling points 
has been the cash saving, or pat- 
ronage dividend, which it offers 
members. For the 534 cooperatives 
reporting in the tough year of 
1933, the last for which a Federal 
survey is available, this saving 
averaged 5.5 per cent on sales (al- 
though the patronage dividend to 
members was not necessarily this 
large) and 23.5 per cent on share 
capital, a not inconsiderable show- 
ing which has probably improved 
in each succeeding year. 


“In Business for Yourself”’ 


Co-ops offer the argument “you 
are in business for yourself.” 
Churches, educators, labor and 
organized farming all boost co- 
ops. Many of the unemployed are 
bitter at the existing system of “old 
line business” which co-ops have 
so long attacked. Cooperatives are 
receiving more and more aid from 
Governments; the Farm Credit Ad- 
ministration loaned $23,000,000 
to farm co-ops of all kinds in 
1935, and future loans will un- 
doubtedly be even greater. Hav- 
ing entered the field, Uncle Sam 
will find it almost impossible to 
get out until he has satisfied every- 
one. Young people, more or less 
soured by the lack of opportunity 
in the past five or six years, are 
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ripe for a “new idea.” With this 
background, co-ops have made 
slow, steady, and well-organized 
gains through the depression, in- 
creasing their volume 40 per cent 
in the period between 1929 and 
1934 and showing a 35 per cent 
gain over 1934 in the year 1935. 


Price Conscious 


Added to these long term factors 
are the drought, which will make 
farm people and many town resi- 
dents (because of higher food 
costs) more price conscious and 
open to suggestions as to ways of 
“making the dollar go farther,” 
and the fact that co-ops are said to 
do especially well in a period of 
rising prices (the early 20’s marked 
the greatest success and most rapid 
expansion of the gasoline co-ops in 
Minnesota) such as we now appear 
to be experiencing. 

The co-op is definitely not “just 
another competitor.” It is some- 
thing new, with a new idea behind 
it—an idea that has been and can 
be made very attractive. 

At the same time the co-op has 
its difficulties and its disadvan- 
tages, as real and as troublesome 
as those which beset private busi- 
ness, so that the movement will not 
grow overnight into a colossus 
which will gobble up the American 
business system. 

The patronage rebate will not be 
large enough to interest all pros- 
pective members, especially if the 
co-op sets aside any great portion 
of its earnings for education or ex- 
pansion. Not all members patron- 
ize the stores, and many split their 


business; especially is this true in 
large cities where it is often much 
easier to shop at the neighborhood 
store for items needed immediate- 
ly. Women are said to control 85 
per cent of all spending, and they 
are often difficult to sell on these 
“new ideas.” (In explaining a sur- 
vey made by his organization, 
John Barrus, of the Curtis Publish- 
ing Company, recently pointed out 
that “women buy where they can 
find the brands with which they 
are familiar. In a surprisingly 
large number of cases they don’t 
even know the prices. Most of 
those interviewed said they buy 
from a certain store because of the 
service given and because they can 
get the brands they like. These are 
usually nationally advertised 
brands.” Co-ops usually fight na- 
tional brands and push their own.) 
Men too are not always easily sold 
on new “social ideas”; a British 
co-op leader who recently had oc- 
casion to talk before American 
labor unions 6n the cooperative 
system later complained sorrow- 
fully that “they didn’t know what 
I was talking about.” 


Churches Cool Off 


The churches are cooling off a 
little; the recent Methodist general 
conference showed a much more 
neutral trend, as if church leaders 
might have been hearing from 
their congregations. The co-op sys- 
tem is not as flexible as private 
business, suffering in many cases 
from “too many cooks” in the 
form of directors who hesitate to 
give enough quick-action authority 


41 








to the manager. The movement 
can be oversold, as witness this 
comment by Frank W. Peck, co- 
operative bank commissioner of 
the FCA: “The consequences of in- 
adequate and premature organiza- 
tion are usually overconfidence, 
too little capital, failure to fill a 
real need of producers, poor and 
undeveloped market connections, 
lack of understanding and appre- 
ciation of business practice as a 
requirement of the operations of 
the association, and, withal, too 
many unfulfilled promises.” Dr. 
James P. Warbasse, head of the 
Cooperative League, once listed in- 
difference, apathy, inefficiency and 
dishonesty as among the great bar- 
riers to a really successful cooper- 
ative program. 

Of all these, the great immediate 
obstacle to quick co-op expansion 
is the fact that in any community 
it is usually difficult to find per- 
sons who will serve as unpaid 
leaders, organizers and member- 
ship solicitors through the tough 
early period of any co-op, especial- 
ly when their own reward will be 
a saving of $10 or $20 a year on 
the purchases they make. 


Enter Filene! 


Until recently, existing retail and 
wholesale cooperatives and such 
groups as organized agriculture 
have been most active in setting up 
new co-ops, and most of their 
work has been in farm communi- 
ties. Now, however, there enters 
upon the scene Edward A. Filene, 
famous Boston merchant, with 
Consumers Distribution Corpora- 
tion. Set up with $1,000,000 cap- 
ital, the company is to specialize 
in advisory service in organizing 
in large cities a group of huge co- 
operative department stores which 
will offer “everything the family 
needs.” Filene executives plan 
soon to choose some Middle West 
city, probably Kansas City or St. 
Paul, for their first store, to have 
thousands of members purchasing 
shares at $5 or $10 each. 

If the cooperative movement de- 
velops along this line about as ex- 
pected, what effect will it have on 
private business? 

Testifying before early NRA oil 
code hearings, an independent oil 
station operator said that “co-ops 
have put one hundred of my sta- 
tions out of business.” Viewing 
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the same situation, Mr. Filene re- 
marks that “livery stables by the 
thousands went out of business 
when the motor car arrived” and 
implies that, having the motor car. 
we may not be worried about “the 
widows and orphans who owned 
livery stables.” (Mr. Filene feels 
also that co-ops will aid private 
business in improving the purchas- 
ing power of the average wage 
earner and thus indirectly prevent 
the coming of socialism, commun- 
ism, or government ownership. 


Bertram B. Fowler, author of 


“Consumer Cooperation in Amer- 
ica,” writing in Advertising and 
Selling, says “business men can 
beat the co-ops, but they can do it 
in only one way—by doing a bet- 
ter job of distribution than the co- 
ops are doing.” 

J. Frank Grimes, president of 
the Independent Grocers Alliance 
(IGA), greatly concerned over co- 
ops, says that “the movement has 
gained such momentum in this 
country that the independent man- 
ufacturer, wholesaler and retailer 
must seriously consider whether 
his function can be justified. Un- 
precedented cooperation to de- 
velop an efficient low-cost system 
of distribution is the only chance 
to meet the new challenge.” 

Roger W. Babson, noted busi- 
ness observer, says that “potential- 
ly the consumers movement has 
enough votes, enough money and 
enough economic soundness to 
split things wide open. As the 
leaders of such crusades well know 
— if the consumers ever get organ- 
ized and go into real action, our 
present retailing, ‘wholesaling and 
producing systems might be blown 
to bits.” 

Dr. Warbasse remarks that co- 
operatives grow only when they 
have proved their value, and that 
they need competition. 

The United States Department 
of Commerce, surveying co-ops 
abroad, reports that they had not 
supplanted privately owned and 
operated commercial ventures but 
instead tended “to exercise consid- 
erable influence in maintaining 
reasonable prices and costs,” a 
comment which expresses accu- 
rately the part which co-ops will 
probably play in American busi- 
ness as well, 

If this is to be their place, how 
soon will they reach it? 


Definite predictions are impos- 
sible; about all that can be said 
is that co-ops in 1935 did 1 per 
cent of the total national retail 
sales volume, and that they are 
showing gains about twice as large 
as private business. For that mat- 
ter, viewing the failures of the 
past, co-op leaders are not seek- 
ing a mushroom-like expansion, 
but rather a steady firm growth 
built by carefully educating mem- 
bers before co-ops are formed. 

So gains will continue to be 
steady and slow — possibly a 
growth to 3, 4 or 5 per cent of the 
national volume can be expected 
by 1946, although in different 
communities this will naturally 
vary greatly, depending upon the 
degree of cooperative leadership 
and progress. 

Until now the hardware indus- 
try has suffered hardly at all from 
co-ops. In 1933, of 463 co-ops re- 
porting to the Government the 
lines of merchandise carried, none 
had hardware as its main line, and 
only 34 handled items incidental- 
ly. Seven carried building mate- 
rials, presumaby including some 
hardware, and four handled paint. 


Building Supplies 

Since that time the situation has 
changed considerably in certain 
lines. Many co-ops, especially 
those affiliated with Consumers 
Cooperative Association at North 
Kansas City, are handling lumber, 
and usually also carry nails and 
a considerable amount of building 
hardware. The paint field has been 
entered by CCA with its own fac- 
tory. This plant is showing excel- 
lent sales gains, makes a high 
grade product (most of the raw 
materials are purchased from one 
of the largest “old line” paint com- 
panies), and may possibly get 
national distribution under the 
“Co-Op” brand through National 
Cooperatives, Inc., of Chicago, an 
organization of co-op wholesales 
which did more than $25,000,000 
in 1935. 

In some areas Mr. Filene can be 
expected to cut in still more; when 
he says “everything for the family” 
it can be assumed that he will in- 
clude ranges and stoves, cooking 
utensils, radios, refrigerators, 
washers, tools, lamps, cutlery, 

(Continued on page 79) 
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By ROBERT PILGRIM 


U.S. PATENT *2,056,849 PROTECTS 
AGAINGT SATURDAY NIGHT SLIP-LiPS. 
IT (6 A SYSTEM OF ROPES 70 BE 
SUSPENDED FROK THE BATHROOM 
CEILIIIG, 70 GUARD LIFE AMID 
LIMB AGAINST SLIPPERY 
TUBS / 
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80 
INTO BUYIN 
THIS 


A BICYCLE MADE OF BAMBOO, 
RECENTLY EXHIBITED IN CZECHO- 
SLOVAKIA, WAG RIDDEN 1200 
MILES BY A ONE-LEGGED 
EX-SOLDIER. 
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KNOCK-KNOCK/ WHO'S THERE ? 
A CARVED WOODPECKER DOOR KNOCKER, 
INVEMTED BY A CALIFORMAKI, RAPS 176 Bill 


AGAINS7 THE DOOR WHEM A KMOB /$ TKWRLED. 
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Consumer Catalogs Helped| 





Cussins & Fearn Co. of C 


to combat mail order’ ¢ 
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IONEERING, forty - three 

years ago, in a field then 

new to independent hard- f 
ware merchants, a small Ohio 
hardware dealer began combat- 

- ing mail order competition with 
LEKS sn cement an ee its own principal weapon — the 
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ri you P 
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zack mail order catalog, supplemented 
by the personal service that only 
the independent dealer can ren- 
der. The man was W. A. Fearn, 
co-founder of The Cussins & 
Fearn Co., Columbus, Ohio, 
which firm through a continued 
use of Mr. Fearn’s policies has 
since grown from a single small 
hardware store to a 22-store state- 
wide institution. During this evo- 
lution the company has remained 
independent; has retained its per- 
sonalized service, and continues " 
to be locally owned. E 

At that early date, few, if any, 
consumer catalogs had been pre- 
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The Cussins & Fearn store presents this attractive appearance 
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pared by retail hardware stores, 
so Mr. Fearn was obliged to “start 
from scratch,” relying largely on 
his best judgment in compiling 
the first catalogs. They proved 
to be excellent business pro- 
ducers, and even today when a 
copy of the original edition of 
the catalog is examined, one is 
impressed by how thoroughly 
and effectively the job was han- 
dled, and how closely it resem- 
bles, in many respects, the best 
of similar modern catalogs. Some 
specimen pages from the catalog, 
which was one of the very first 
mail-order catalogs to be pro- 
duced in Ohio, are reproduced 
in an accompanying illustration. 

In establishing his business, 
Mr. Fearn was convinced that 
there was a definite place for a 
hardware store which would offer 
standard merchandise of recog- 
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Build 22 Store Firm 


Columbus, Ohio, began 43 years ago 


competition with its own wea pons 


nized quality at prices which 
would prove inviting to the pub- 
lic. He knew, by virtue of con- 
siderable trade experience, the 
kinds of goods which sold most 
readily, and the quality that 
would be demanded by his cus- 
tomers, so his store was stocked 
with well-known brands of mer- 
chandise, marked to sell at at- 
tractive figures. This in_ itself 
soon started to draw trade, but 
Mr. Fearn was not content to 
wait for business to come. He 
invited it through advertising, and 
in addition, he devoted a large 
part of his time at the beginning 
to making personal calls on his 
customers in surrounding towns, 
and actively solicited their pat- 
ronage on the basis of recognized 
quality at popular prices. 

When making these personal 
calls, he traveled by horse and 







in its various departments, as described in this article 











buggy, and in this manner the 
territory was “combed” so care- 
fully that within a short time 
he had become acquainted with 
thousands of farmers. His aggres- 
sive methods, combined with his 
policy of endeavoring to provide 
the best possible values, could not 
fail but bring results, and the 
firm was a success from the start, 
with its reputation soon extending 
for miles around. 

At that time, more than forty 
years ago, there were no auto- 
mobiles, no paved highways, and 
driving to town, even a few miles 
away, was usually a long and 
tiresome journey, especially in 
the spring after thaws and hard 
rains that almost made the roads 
impassable. Mr. Fearn realized 
that these shopping difficulties 
were preventing many of his cus- 
tomers from conveniently obtain- 
ing needed merchandise when they 
wanted it, and the idea of a con- 
sumer’s catalog seemed to be the 
most likely solution for this 
problem. 

The firm’s customers were quick 
to appreciate the advantages of- 
fered by the catalog and the easier 


way it provided for shopping. 
Residents of the territory were 
already more or less familiar 
with the firm’s reputation, and 
they soon began mailing in their 
orders to the store. Thereafter, 
the business grew rapidly. Much 
larger quarters were obtained in 
the city’s central shopping dis- 
trict, and “bigger and _ better” 
catalogs were regularly issued. 


Better Roads 


With the advent of the auto- 
mobile era, better roads were 
constructed in Ohio, and before 
long rural residents were looking 
forward to their speedy and en- 
joyable trips to the county seat 
to make their purchases. In ad- 
dition to the changes wrought by 
motor cars and fine highways, 
the firm had observed that cus- 
tomers were not always finding 
it possible to wait for the mails. 

These developments led to the 
conclusion that the company 


could better serve its patrons by 
establishing community stores in 
the county seat towns of Ohio. 
The first such branch store was 
opened at Chillicothe in 1926, 


Cussins & Fearn’s auto accessory department 
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and other branches were later 
established, until the firm now 
has branches in seventeen county 
seat towns throughout Central 
Ohio, and in four outlying neigh- 
borhood shopping centers of Co- 
lumbus, in addition to its main 
store, also located in the latter 
city. A garage, operated in con- 
junction with the main store, is 
open twenty-four hours daily for 
selling and servicing tires, bat- 
teries, oil, and other automotive 
needs. 

Early this year the main store 
at 150 N. High St., underwent 
extensive alterations, and in size 
and appointments the firm’s pres- 
ent quarters compare most favor- 
ably with those of the better 
department stores in cities of 
similar size. The firm had oc- 
cupied its present location, in a 
comparatively new building only 
a little more than a year when 
it became apparent that several 
improvements and changes were 
desirable. 

When the company first moved 
into its present quarters from a 
less modern and not as centrally 
a located building several blocks 
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away, it was thought that the 
addition of ladies’ ready-to-wear, 
dry goods and associated “soft- 
goods” lines would round out 
the stock, particularly so since 
the store was already carrying 
furniture and related lines, and 
the addition of the complete 
“soft - goods” department would 
transform the establishment into 
a complete department store hav- 
ing greater “feminine appeal,” 
which in turn would benefit the 
“hard-goods” departments. An ex- 
perienced executive was engaged 
to supervise the new department, 
which occupied most of the street 
floor, and although the idea was 
given a thorough trial, it was 
soon proved impractical. Judg- 
ing by the firm’s experience, the 
insurmountable obstacle to the 
success of the new department 
was that patrons of the store 
found it most difficult to asso- 
ciate the store with other than 
the “hard-goods” lines it had spe- 
cialized in for many years. As a 
result of the store’s unsatisfactory 
experience with the new depart- 
ment the “soft-goods” lines had 
been closed out prior to the alter- 
ations, and a rearrangement of 
the entire stock was in order. 

One of the principal improve- 
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ments was the installation of a 
central stairway directly in front 
of the main entrance. This stair- 
way leads to the enlarged plumb- 
ing and heating, and lighting 
fixture departments in the base- 
ment, where the general farm 
supplies and shoe repair depart- 
ments are also located. 


The New Arrangement 


In the new arrangement of the 
main floor a very attractive paint 
and wall paper department is 
located at the right of the en- 
trance, while tools and general 
hardware, as well as an enlarged 
auto tire and accessory depart- 
ment are at the left. The sporting 
goods department was allotted a 
larger and more prominent loca- 
tion across the rear of the main 
floor, with a lounge provided for 
sportsmen. Nearly three-fourths 
of the second floor had formerly 
been occupied by the house fur- 
nishings department, but because 
of increased volume it was 
deemed advisable to expand the 
department and utilize the entire 
floor. Few changes were made 
on the third floor, which is used 
for furniture, rugs, floor cover- 
ings and related lines. 

On the fourth floor, due to 





the increasing popularity of the 
companys method for making 
installment sales, it was consid- 
ered desirable to redecorate, and 
to provide increased selling and 
display space for such major 
items as stoves, washers, ironers, 
radios, vacuum sweepers, electric 
refrigerators, etc. For almost 
forty years the business was al- 
most entirely on a cash basis, 
but it is now possible for cus- 
tomers to purchase nearly all 
large items on a time payment 
basis, which the firm calls its 
“C. & F. Penny Club Plan.” No 
down payment is required, and 
the total purchase price, includ- 
ing a small carrying charge, is 
distributed over a_ reasonable 
length of time. 

When the Federal Housing Act 
became operative, the company 
was quick to appreciate its pos- 
sibilities, and FHA officials cred- 
ited the firm with being one of 
the country’s leading exponents 
of the plan. In quite a number 
of county seat towns large halls 
were rented and free entertain- 
ment was provided to give Fed- 
eral representatives of the Better 
Housing Program an opportunity 
to lay their plans before the 
general public. A large increase 
in plumbing, roofing, paint, light- 
ing equipment, building materials, 
etc., was immediately noticed with 
the result that a substantial por- 
tion of the advertising budget in 
recent months has been devoted 
to featuring these lines. 

An unusual feature of the main 
store ‘is that it has two leased 
departments. One is the restaurant 
on the mezzanine of the street 
floor, while the other is the shoe 
repair department located in the 
basement. The shoe repair de- 
partment has proven especially 
desirable, and consideration is 
being given to leasing space in 

(Continued on page 78) 
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How Should Salesmen Be Compensated 


For Business Automobile Expense ? 


ETERMINING a_ proper 
D method of compensating 

salesmen for the expenses 
of operating an automobile for 
business purposes — whether the 
car is company-owned or the 
property of the salesman—is so 
complex a matter that it is diffi- 
cult to set a hard and fast plan 
that will be equitable to both 
the employee and the employer, 
in all organizations. A _ hastily 
made plan, whether original or 
adapted from some firm with an 
entirely different plan of opera- 
tion or business may impose a 
hardship upon salesmen or place 
an unwarranted expense on the 
company’s books. 


Making Allowance 
By Three Methods 


There are three general meth- 
ods of compensating salesmen for 
operation of a car: flat mileage 
rate, payment of all expenses of 
car operation and maintenance or 
establishment of a sliding scale 
payment plan. The flat mileage 
plan involves considerable book- 
keeping and the rate should be 
very carefully set as half a cent 
a mile one way or the other can 
upset either the firm’s budget or 
that of the salesman. Of this 
plan, E. B. Weiss in an article 
“Handling the Salesmen’s Ex- 
pense Account,” published in 
Printers’ Ink Monthly, July, 1931, 
says, “The basic fault with the 
flat rate plan is that it has a 
tendency to operate unfairly in 
two directions. Unfairly for the 
salesman whose rate is too low 
and unfairly for the company 
when the salesman’s rate is too 
high (in which case some sales- 
men may be tempted to make 
their expenses match their allow- 
ance). And even where the rate 
is accurately conceived there is 
always the temptation to the 
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salesmen to cut corners on ex- 
penses and then hide straw hats 
in the expense account.” 

Payment on the All Expense 
Basis can also be very costly un- 
less strict regulations are set 
down as to what automobile ex- 
penses will be allowed. In addi- 
tion to gasoline, oil and license 
fees, there are expenses such as 
bridge, ferry and tunnel tolls, 
parking fees, garage costs, wash- 
ing of car, tire and parts replace- 
ment, brake alignment, body re- 
pairs, insurance and_ general 
repairs. Just which of these ad- 
ditional expenses the company 
should assume and which the 
salesman should pay must be 
carefully indicated when an “all 
expense” plan is put in opera- 
tion. Whether the car is company- 
owned, employee property or op- 
erated on a cooperative basis are 
factors to consider. 


Sliding Scale Method 


Fixing the rates of compensa- 
tion under a sliding scale plan 
entails the consideration of a 
wide variety of conditions. 
Whether the territory covered is 
mountainous or fairly level, in 
metropolitan areas or country 
sections or a combination of both 
and whether or not there are long 
or short distances between calls 
must be considered. Snow or 
rainy weather, high or low tem- 
perature and the condition of 
highways at the time of a trip 
must be factors in deciding the 
rates under a sliding scale plan. 

“Controlling Costs and Oper- 
ation of Business Automobiles,” a 
bulletin issued by the Policyhold- 
ers Service Bureau, Metropolitan 
Life Insurance Co., says of the 
sliding scale method, that it is 
based “on a recognition of the 
fact that cars traveling short dis- 
tances have a higher cost per mile 


than those operated longer dis- 
tances. This is due to the fact 
that many operating expenses, 
such as depreciation, license fees, 
and insurance are usually based 
on a fixed amount per period of 
time, while other expenses, like 
gas and oil, tend to vary in pro- 
portion to the mileage operated. 

“The adjustment of mileage 
allowances to conform with vary- 
ing distances is usually made by 
one of two methods. The first 
method involves the preparation 
of a table showing a definite rate 
that will be paid for varying dis- 
tances traveled during the period. 
The second method involves re- 
imbursement of the employee at 
a fixed amount per mile to cover 
such expenses as gasoline and 
oil, and for an additional fixed 
amount per month to cover de- 
preciation, insurance, license fees 
and similar costs. In instances 
where road conditions, density of 
population, gasoline taxes and 
other territorial characteristics 
are believed to cause a substan- 
tial variation in operating costs, 
some concerns have established 
a separate table of allowances 
for different territories.” 


Earnings and Relation 
To Expense for Cars 


Because “the manner of han- 
dling salesmen’s automobiles very 
frequently depends on the method 
of compensation,” the office of 
George A. Fernley, secretary- 
treasurer, The National Whole- 
sale Hardware Association, ana- 
lyzed the relation of the two, in 
making a survey on the subject 
of salesmen’s compensation for 
automobile expense. Mr. Fern- 
ley’s report stated that the in- 
formation received with reference 
to the dollar expense per month 
of operating automobiles was 

(Continued on page 90) 














Where Theres a Smoker 


There Will Be Gun Customers 


UST before the start of the 
J hunting season, Allen E. 

Quorollo, manager of Inde- 
pendence Hardware Co., Indepen- 
dence, Mo., and his son, James, 
manager of the sporting goods 
department, provided a meeting 
place for sportsmen of the vicinity, 
where they met, talked guns, and 
inspected the latest in hunting 
equipment and munitions. 

A gun party and smoker was 
arranged; all very informal and 
restricted to men. Cigars and 
cigarettes were plentifully pro- 
vided so that the visitors could re- 
lax and enjoy themselves. And 
perhaps the most successful part 
of the affair was that no sales pres- 
sure was applied. 

No attempt was made to sell 
while the invited guests were in 
the store, for that was not the im- 
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Independence, Mo., dealer 
provides meeting place for 
local sportsmen. Gun sales 


increase. 


mediate object of the smoker. It 
was rather to acquaint the sports- 
men with the merit of the store as 
headquarters for hunting supplies. 

For three and a half hours the 
sportsmen of the community 
visited the store; handled the 
guns, rifles and revolvers of virtu- 
ally every modern model; asked 
questions; got acquainted: listened 
to duck calls; swapped yarns— 
and smoked. 

Some of the men bought guns 
and ammunition right on the spot. 





But more important, a desire for 
the newer models and equipment 
was aroused in many of those 
present and they came in several 
days later to make purchases. 

That the event created a lasting 
impression was evident when sev- 
eral women came in to buy guns. 
They invariably asked, “Which 
gun was it that my husband liked 
best at the party you had?” One 
purchased a $45 gun for her “boy 
friend.” 

Today, as a result of the party, 
the Independence Hardware is 
known as “Gun Headquarters” for 
sportsmen in the neighborhood. 
James Quorollo, the man behind 
the idea, attributes the punch in 
the party to the fact that the men 
could handle the guns. It was 
allowing them to get the feel of 

(Continued on page 86) 
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PACKAGES 


@® ACCO is a chain which links together fine metal and fine 
craftsmanship. It is the product of a company ‘In Business 
for Your Safety.’’ Such reliability in materials, honest work- 










manship, severe testing, and careful inspection of each and 
every link deserve the respect of proper packaging. The 
dealer who sells Acco packaged chain will gain in sales and 










1 JACCO CHAINS 


ALWAYS IN DEMAND 
* 

EL-WEL-TRA TRACE CHAINS 
ELWEL HEEL AND BUTT CHAINS 
WAGON CHAINS 
AJAX AND ELWEL BREAST CHAINS 
ELWEL HALTER CHAINS 
DOG CHAINS 
PLUMBER AND SAFETY CHAINS 
WEED TIRE CHAINS 
TOWING CHAINS 
ELWEL COIL CHAINS 
GENERAL PURPOSE CHAINS 
REPAIR AND LAP LINKS 
SASH CHAINS 
ELWEL AND TENSO WELL CHAINS 
HOOKS, COLD-SHUTS 

" TENSO TIE-OUTS 
ELWEL COW TIES 
STEEL LOADING CHAIN 
LOG OR BINDING CHAINS 
TENSO PORCH SWING CHAINS 
TENSO HAMMOCK CHAINS 


WEED Bull Farm Tractor CHAINS 
Keep Tractors Moving 


profits, for the whole world recognizes their quality. Nee 


ACCO 
CHAIN 


\ 
— 
~~ 
In clean white cotton bags, or neat pasteboard cartons, with 











| 












j 



















name plainly printed, Acco Chains stay bright and free from Y 


f 


rust, are conveniently parceled for shelf stock and lend 















themselves, easily, to all display purposes. 

In the column to the right you will find a list of the Acco 
Chain specialties which all hardware stores should carry in 
stock. Acco Chains in a wide variety of sizes and styles will 
be supplied through regular jobbing connections. 





AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
In Business for Your Safety 


World’s Largest Manufacturer 
of Welded and Weldless Chain 
for All Purposes 
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ADVANCES BECOMING EFFECTIVE 


Forester Nos. 1 and 2 Lopping Shears 
Pointcut Pruners 


? Lead and Lead Products 
Copper and Brass Products 
eC First and Second Line Auto Tires 
Malleable and Cast Iron Pipe Fittings 


Some Lidseen Oilers Cotton Gloves 
Ice Cream Freezers Kitchen Woodenware 


7 Some Items of Wagon Hardware 
Certain Link Belt Products 
~ Certain Cast Iron Products 


Competitive Brands Carpenter’s Chalk 
F. & N. Aluminum Mowers 
Some Brushes, Mops, Dusters 


* 
RB 7 Some Window Cleaners Some Floor Rubbers 
| l ; Decorated Cake Covers 
Youngstown Pump Leathers and Bronze Pads 
Bar Solder Most Lunkenheimer Products 
Some Children’s Vehicles 
Some Heating Stoves and Ranges 
Some Illuminating Glassware 
‘ Some Midwest Wiring Sundries 

, ; H. K. Porter, Inc., 6 Ashland Some Makes of Lace Leathers, etc. 

St., Everett, Mass., has announced Some Types and Brands of Core Solder 

1937 list prices on its Forester Lop- 





: . Nae? . Crude Rubber 
ping Shears and Pointcut Pruners. Nov. 19 DECLINES BECOMING EFFECTIVE 


“While there has been no change in 


the list of the No. 3 Forester,” says 1936 Third and Fourth Line Auto Tires 


the announcement, “rising labor Some Lidseen Oilers Linseed Oil 

costs and advances in materials com- ADVANCES BEING ANTICIPATED 

pel us to slightly raise the lists of Semi Finished and Finished Steel 

the other sizes.” The old lists will Oilers Pig Iron " Washing Siniditees 

prevail for orders shipped in the last Pressure Cookers, Canners. Sealers 

quarter of 1936, the new lists to ap- Children’s Vehicles is 

ply on orders shipped after this 

quarter. The present and 1937 list Leading manufactures of Cotton gloves were recently 

prices on these lines oT _ copper and brass products an- marked up by leading makers, five 

Forester No. q "00 nounced new base prices on Novem- cents per dozen on numbers under 

a a ? > ber 7, 1936, with the changes reflect- $1.00, and 10 cents per dozen on 

Pointeut No. ’ F ing the recent advances in raw $1.00 items and over. Sales for 

Pointeut No. 1 : copper quotations. this fall were slow getting started, 
but more recently have struck a 
rapid pace, and are expected con- 
siderably to exceed last season’s 


total. 
* * * 


Hall Manufacturing Company 
issued on October 28 new prices to 
the trade, including some advances. 
Wagon box strap bolts are up about 
14 per cent, and box side braces 
about 10 per cent. Anti-spread 
chains (one number) were raised 10 
per cent and end gate fasteners 
about 35 per cent. Other items con- 
tinue at prices quoted March 1, 
1936. 


* = © 


cn Sent 4 mecsenne or, Rasmeane, te —_ oe Sus of Increase or Decrease in 1936 9 Belt oF Chicago, 
e Hardware as mpa: Ww Hardware STOCKS as Compared announced sever - 
With Corresponding Months of 1935. With Corresponding Months of 1935. . a ance: sel 4 Octo 

(National Averages.) (National Averages.) ber 24, effective November 2. Ad- 
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PERFECT WIRE! 








HARDWARE DEALERS 


Wickwire Brothers Wire Cloth 
offers your customers these 
additional features: 


@® UNIFORM WEAVING 

@ RIGIDITY 

@ ALWAYS LAYS STRAIGHT 
@ WEATHER-RESISTING 


Entire offices and factory are 
at Cortland, N. Y. No inter- 
office delays. Prompt service 
assured. 


WIRE CLOTH 
POULTRY NETTING F 
HARDWARE CLOTH 

WIRE NAILS 


The backbone of good screen cloth is necessarily good 
wire. For over 60 years, Wickwire Brothers of Cortland, 
N. Y., have produced the best wire products which are 
humanly and mechanically possible to make. 


It is impossible to surpass in quality and service the 
Open Hearth Copper Bearing Steel Wire products made 
in Wickwire Brothers Mills, where the use of natural 
gas in our modern furnaces produces a steel in which 
corrosion is reduced to a minimum. 


In Wickwire Brothers Wire Cloth, Hardware Dealers 
are offered an unusual variety to take care satisfactorily 


of every demand of their 
customers. Each grade is 
shipped in individual fibre 
cartons. 


A copy of Wickwire 
Brothers catalog and the 
name of the Wickwire 
Brothers jobber in your 
vicinity are yours for the 
asking. 


CORTLAND BRONZE 

For customers who want the best. 
Made of special alloy with greater 
durability than copper. 


CORTLAND GRAY-WICK 

A handsome screen cloth which is 
electro-galvanized, zinc coated and 
enameled with a pigmented varnish. 


CORTLAND BLACK 

The accepted supply for the low priced 
painted screen cloth demand. Fine 
appearance and long service. 








WICKWIRE BROTHERS 


CORTLAN DD: ‘NEW YOR K:: U.S.A. 
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WHOLESALE HARDWARE COLLECTIONS 


NEW YORK — The per cent of 
wholesale hardware charge ac- 
counts outstanding Aug. 31, 1936, 
collected in September was 46.0 per 
cent in 1936, and 46.7 per cent in 
1935. 


RICHMOND — The percentage of 
Sept. 1, 1936, wholesale hardware 
receivables collected during the 
month was 46.1 per cent. 


PHILADELPHIA — The ratio of 
collections to receivables in Sep- 
tember, 1936, was 51, in August, 
1936, was 51, and in September, 
1935, was 39. 


CHICAGO—The per cent of change 
from September, 1935, on whole- 
sale hardware accounts outstand- 
ing was plus 19.1 per cent and col- 
lections were plus 28.0, while the 
ratio of accounts outstanding to 
net sales was 162.2. 


ST. LOUIS —Reports relative to 
collections during September re- 
flected no change worthy of note as 
contrasted with the similar period 
immediately preceding. Representa- 
tive interests reported on Sep- 
tember collections as follows: Fair, 
40.5 per cent; good, 52.7 per cent; 
excellent, 5.4 per cent, and poor, 1.4 
per cent. 


SAN FRANCISCO — The percent- 
age of wholesale hardware collec- 
tions during September to the total 
amount due from customers (out- 
standing) on first of month was 
50.6 per cent in September, 1936, 
and 43.4 per cent in September, 
1935. 


DALLAS — The ratio of wholesale 
hardware collections during Sep- 
tember to accounts and notes out- 
standing on Aug. 31, 1936, was 46.5 
per cent. 


MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 
on September 31 were plus 3 per 
cent as compared with the same 
month last year. 


KANSAS CITY — Wholesale hard- 
ware accounts collected in Sep- 
tember, 1936, were plus 7.4 per 
cent as compared in September, 
1935. 


ATLANTA — The, wholesale hard- 
ware collection ratio was 45.3 per 
cent in September, 1936; 47.5 per 
cent in August, 1936, and 39.4 per 
cont in September, 1935. 


CLEVELAND—General wholesale 
collections continue to show im- 
provement. 





vances were made of about five per 
cent on Ewart link-belt chain, on 
steel link-belt, and on class “400” 
pintle chains. Classes “GL” and “H” 
pintle chains are up about eight per 
cent, and classes “EC” and “SS” 
steel chains five per cent. 
* com * 


A general advance was made 
in the November 1 discount sheet of 
D. R. Sperry & Co., cast iron foun- 
ders. Farm boilers and laundry 
stoves, melting furnaces and pots, 
sugar kettles, caldrons, cistern cov- 
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ers, etc., were raised 9 to 14 per cent. 
Unhandled mauls, also dumb bells 
and quoits were advanced 50 cents 
per 100 pounds. 


* * * 


Makers of many tools are 
seriously behind in filling orders, for 
the first time in years. This includes 
some of the largest and best known 
companies. Jobbing and retail de- 
mand has been very heavy, and labor 
and material supplies have bothered 
these plants to a serious degree. The 
fact that buyers now expect stronger 





prices has led to larger orders, add- 
ing to the strain upon the rushed 
manufacturers. Heller Brothers Co., 
effective November 1, have notified 
their jobbers of an advance of 10 
per cent on American pattern and 
Swiss pattern files, when ordered in 
less than standard package quan- 


tities. 
* * * 


Carpenters’ chalk of competi- 
tive brands is now quoted at or 
near the levels held by the larger 
“standard” makers. Advances of 10 
to 20 cents per gross, effective No- 
vember 1, have put an end to the 
extremely low figures prevalent from 
some sources during recent months. 

* * * 


The F. & N. Lawn Mower 
Co. have advised their jobbers of an 
advance, effective December 1, in 
the price of their aluminum mower, 
amounting to $1.00 each, due to the 
increased cost of aluminum castings. 
Among spring prices recently estab- 
lished are those on agricultural 
mower and binder parts, which show 
no change for the 1937 season. Job- 
bers are now taking orders, subject 
to the customary May 1, 1937, dat- 
ing. 

* * * 

New price lists on brushes, ef- 
fective November 1,show advances on 
several numbers, also on mops and 
dusters. Floor and window brushes are 
up three to eight per cent, and bristle 
brushes 12 to 20 per cent. Orders 
at old prices will not be shipped 
later than November 30. There has 
also been an increase of five per cent, 
by some makers, on window clean- 
ers and floor rubbers, to go into 
effect on December 1. 

* * * 


There has been a general ad- 
vance of about five per cent on ice 
cream freezers, by all manufacturers, 
and, more recently, a similar five 
per cent mark-up on miscellaneous 
items of kitchen woodenware. Deco- 
rated cake covers have been raised 
about 10 per cent. Prices on cast 
iron chicken fryers and dutch ovens 
are also up about 10 per cent. 

* * * 


Pressure cookers, canners 
and sealers are scheduled to advance 
five per cent, effective January 1, 
1937. Jobbers have been surprised 
at the popularity, recently, of the 
smaller domestic size (six quart) 
pressure cookers. One large dis- 
tributor reports sales of this size in 
the last thirty days have been fifty 
times greater than the combined 
sales of the larger cookers. Some 


HARDWARE AGE 











We know what paint customers 
are apt to say when you try to 
sell them a brush... ‘‘l have 
a brush.”’ That’s the time for 
your ‘‘Over-the-Counter 
Attack!’ And here are a few 
shots that will bring sure-fire 
results—and PROFITS—if you 
have a complete line of Gold 
Stripe Brushes ready for action: 





PERFE 
BALAN 
rEATURE 
—Makes long 
hours of paint- 
ing easy. Re- 
lieves wrist and 
arm strain. 
(You can dem- 
onstrate this.) 


ome 5 
om 3 


TOP-QUALITY 
BRISTLE— 
Carefully se- 
lected. Mixed 
and dressed ac- 
cording to our 
own perfected 
formulas. 


HERE'S 


AMMUNITION 


THE GOLD 
STRIPE ON 
THE HANDLE 
—Today’s sym- 
bol of brush 


quality. 


THE GOLD 


Made of a spe- 
cial fiber. ‘‘Life- 
saver’’ for the 
brush. Protects 
bristle before 
and after use. 
Keeps it clean 


FOR YOUR 


tHE GOLD 
STRIPE DIS- 
PLAY—Helps 
you close the 
sale. (It’s FREE 
to Gold Stripe 
dealers!) 





RIVETED 
METAL FER- 
RULES—They 
defy stress and 
strain. 


THE RIGHT 
BRUSH IS AS 
VITAL AS THE 
RIGHT PAINT 
—There’s a 
Gold Stripe 
Brush for 
perfectapplica- 
tion on EVERY 
Paint job. 











Nas 


Remember—every Gold Stripe 
sale is a victory you can chalk 
up in your profit column. And 
you’ ll probably hear more from 
it later, for satisfied customers 
mean REPEAT BUSINESS. If you 
don'tcarry Gold Stripe Brushes 
today, mail us the coupon for 
complete information about 
our liberal dealer proposition. 





BRISTLE VUL- 
CANIZED IN 
RUBBER— 
Every bristle- 
butt held in 
vise-'ike grip. 
No loose 
‘*streakers.’’ 


MAIL THIS 
COUPON 





Pittsburgh Plate Glass Company 











GOLD STRIPE 


A PRODUCT OF 








Brush Division, Dept. HA-4, Baltimore, Md. 


Please send me full information about your dealer proposition. 








ee | 
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BRUSHE PITTSBURGH | Name 
PLATE GLASS COMPANY | address 
Manufacturers of Walihide, Waterspar, Florhide cain 
and other nationally known paint products. City ta ~ - 
55 





stores are expecting this item to 
prove a popular Christmas gift. 
* * # 

Carthage Mills, Inc., on Oc- 
tober 28 reaffirmed their July 1, 
1936, price schedule on felt base 
floor coverings, to be effective to 
December 31, 1936, but announce 
their withdrawal of all quotations 
direct to the general retail trade. 

* * # 

Manufacturers of miscellane- 
ous copper and brass products, in- 
cluding bare and weatherproof wire, 
sheets, pipe and tubing, have fol- 
lowed the ingot copper rise. Solder- 
ing coppers were advanced 14 cent 
per pound on November 7 (the third 
recent rise, for a total of one cent 
per pound), and copper rivets and 
burrs were marked up two cents per 
pound on November 9. The advance 
on the bare and magnet wire Novem- 
ber 6 was 1% cent per pound, and 
on weatherproof wire 14 cent per 
pound. 

* * x 

Lead has joined other metals 
in rapid successive advances—four 
changes of $2.00 per ton each being 
made from October 26 to November 
5, inclusive—a total rise of 40 cents 
per 100 pounds within 10 days. 
This brings lead to the highest price 
since December, 1931. The broaden- 
ing demand for the non-ferrous met- 
als, used extensively for building 
and rehabilitation purposes, and for 
pipings and wiring, has now resulted 
in lifting quotations of lead, as well 
as copper and tin, to a level more 
than double the low point of 1932- 
1933. 

* * # 

National Lead Company on 
October 29, and again on November 
5, advanced prices, both to jobbers 
and to the trade, 25 cents per 100 
pounds each time, on lead roofing 
washers, sheet lead, and lead pipe. 
Drum traps, traps and bends have 
been raised in price from 45 per 
cent discount to 30 per cent, and 
combination ferrules and nipples 
have been raised from 20 per cent 
to 5 per cent discount. Lead roofing 
flanges are unchanged. Lead shot 
prices were raised twice, on Novem- 
ber 1 and 6, at the rate of 5 cents 
per 25-pound bag. Air rifle shot in 
tubes has been similarly increased. 

* * & 

Affected also by the strong 
lead market, an advance of 25 cents 
per 100 pounds was announced on 
Filshie lead head nails November 6, 
to be in effect November 16. Filshie 
galvanized nails will be $1.25 per 
keg over bright. Dickson Weather- 
proof Nail Company on October 31 
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announced an advance on screw 
shank bright lead headed nails of 
50 cents per 100 pounds, making the 
differential above the standard 
barbed shank nails $2.50. No price 
change has been made on the Dick- 
son standard barbed shank bright 
nails, or on their extra for galvan- 
ized finish. 
* * ” 

Tin is the third metal which 
has been strongly marked up in the 
recent rise, selling again above 53 
cents wholesale, at New York. The 
market was in excited condition as 
the result of cabled reports that 
the Siamese Government had 
reached an agreement with the inter- 
national tin committee, for the cur- 
tailment of production and export. 
Prices on bar solder have been 
raised, to meet the higher tin and 
lead costs, and changes have been 
made on some brands and qualities 
of core solder. 

* 8 # 


Rope prices, both manila and 
sisal, have been officially unchanged 
since January 1, and recently the 
whole 1936 basis was reaffirmed for 
next spring’s orders. 

* * * 


Makers of automobile tires 
issued new schedules on November 
2, advancing first and second line 
tires four per cent, but reducing 
prices on third line brands six per 
cent, and reducing fourth line tires 
four per cent. The Firestone an- 
nouncement said that “on all lines 
the dealers’ margin of profit is in- 
creased.” This was the second price 
increase on the better qualities, this 
year, one averaging 10 per cent, 
having been made effective May 1, 
shortly after wages were increased 
in most plants. Dealers report a 
good demand for replacement tires 
and for all automobile accessories. 
The order books of accessory manu- 
facturers have reflected the great 
gain in sales of the motor industry 
this year. The A. C. Spark Plug 
Division of the General Motors Cor- 
poration report that spark plug sales 
for the first 10 months of this year 
established a new all time high 


record. 
* * * 


Makers of malleable and cast 
iron pipe fittings have advanced 
their prices five per cent, the sec- 
ond advance in the past 60 days. 
New quotation sheets are out on cast 
soil pipe, with lists advanced, but 
with discounts increased so that the 
net changes are nominal. Recent dis- 
tribution of standard steel pipe has 
had a distinct increase. This is the 


season for repairing and installing 
heating systems, and there has been 
decidedly more activity than a year 


ago. 
*# 2 # 


New price sheets were issued 
October 28 by the Youngstown Steel 
Products Company, replacing quo- 
tations of July 23, but with most 
items confirmed unchanged. The 
principal changes were on pump 
leathers, an advance of about five 
per cent, and a mark-up on bronze 


balls. 


* + 


Gustave Lidseen, Inc., have 
revised list prices on their lines of 
oilers, with a new uniform discount 
to the wholesale trade. Series 1300 
pump oilers have declined about 10 
per cent, series 1500 push bottom 
and series 1700 locomotive type oil- 
ers are down about five per cent, 
but force feed series 1100 have been 
slightly advanced. Other makers of 
oilers have indicated their necessity 
for early advances. 


* + 


Lunkenheimer Co., Cincin- 
nati, makers of specialty pipe fit- 
tings, advise that their products, 
other than steel valves, were ad- 
vanced five per cent, effective No- 
vember 12, superseding quotations 
in effect since October, 1935. 


* + 


New prices on children’s ve- 
hicles “justified by increased labor 
and material costs,” have been put 
out by a number of manufacturers, 
including the Colson Corporation. 
Advances usually range from five to 
10 per cent. Some makers who have 
not yet advanced their prices stated 
that they expect to do so after Jan- 
uary 1. A severe famine of supply 
still exists on wheeled goods, and 
few manufacturers are accepting 
new business for reasonably early 


delivery. 
* * 


Some makers of heating 
stoves and ranges have withdrawn 
prices, and are accepting new busi- 
ness, subject to delayed delivery, at 
an increase of five to 10 per cent. 
Wholesalers starting the season with 
large stocks have already experi- 
enced many shortages, as sales have 
shown a heavy increase over 1935. 
Manufacturers of washing machines 
are very busy, despite the season, 
and are expecting to make some 
price advances. Sales this year, for 
nine months, have passed the 12 
month total of 1935. 

(Continued on page 62) 
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DEALERS 
Who Sell 


COLUMBIAN 


Ever find it slow to figure the selling price of a hundred feet of rope when you sell it by \ 
the pound? That is one of the things the Columbian Automatic Chart instantly does for 
you. It has the added advantage of figuring mark-up on any article you sell. And it also 
gives you a complete strength and weight chart for Columbian Rope. 


CALCULATES SELLING PRICE FOR ALL SIZES FROM 3/16” TO 12” 


Let us say you have a call for 100 feet of %” Columbian Tape-Marked Pure Manila Rope 
and your selling price is 28c a pound. Turn the disc until 28 appears in the slot at the top 
of the chart and glance down the column opposite %”. The price to the customer is $1.15. 
For 1” rope it is $7.56. It's as simple as that. No figuring necessary. 


FIGURES ANY DESIRED MARK-UP— t 


PROVIDES WEIGHT AND STRENGTH CHART j 
On the reverse side of the Columbian Automatic Chart is a scale which makes it easy to 
figure mark-up. Turn the disc to the cost price in bottom slot, then look ite p tag 
of mark-up desired on top scale and you have the correct selling price. On the back also 
you will find a weight and strength chart for Columbian Rope that is certain to be useful. 















You can get this handy chart without cost—provided you handle Columbian 
Rope—by merely writing us and giving your jobber’s name. Ask for the 
Columbian Automatic Chart. 
COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
Auburn, “The Cordage City.” N. Y. 
Branches: New York Chicago Boston New Orleans 


LUMBIAN "ROPE 
PURE MANILA 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 


Hardware Stores 


4-Burner Trailer Stove 


The “SafeTcooK” 4-burner gasoline 
pressure stove will accommodate four 
large utensils without crowding. Has 
sturdy cast iron burners, which light 
instantly, and rugged pressed steel legs; 
built-in pump, cast iron grates and sil- 
vertone finish. Reuires only18 x 21 x 4% 
inches of space. Maker states the new 





“SafeTcooK” Spare Parts Kit includes 
sufficient spare parts to keep stoves in 
service from three to five years. The 
Midland Steel Products Co., Cleveland, 
Ohio. 


Yale “Morim” Lock 


A decided departure in the design of 
auxiliary locks, the new Yale “Morim” 
No. 52, provides the security of dead- 
locking in a compact and _ attractive 
form. Combining the mechanical and 
convenience features of both the mor- 
tise and rim types of locks, this new 
product is easily installed, and efficient 
in security performance. It is an- 
nounced as one of the outstanding de- 
velopments in the Yale line. It does 
not have the bulkiness of either of the 











two types of locks it combines, as it 
projects only % inch from the face of 
the door stiles and the distance from 
that point to the top of the knob is 
only 1 15/16 inches. The bronze bolt 
carries the Yale self-lubricating insert, 
which aids in its smooth operation. 
The “Morim” lock is applied with con- 
cealed screws. Templates are provided 


Window Trims—New Packages 
—New Colors—New Deals— 


5 Ae ae Sa 4 


to insure accurate installation. The 
suggested retail price of the lock is 
$3.00—with a satin bronze finish. The 
Yale & Towne Mfg. Co., Stamford. 
Conn. 


Rubberized Gloves 


Canvas lined and suitable for use in 
chemical plants, farming, mining, and 
places where it is desirable to keep 
hands dry and prevent fine particles 
from filtering through. Maker states 
that these gloves will outwear canvas 
gloves and because of their canvas lin- 
ing will not tear or snag. They come 
in black or white rubber and are either 
gauntlets or have snug fitting knit 
wrist. Women’s gloves are in red, blue 
or white, for gardening or other rough 
work. Packed 12 pair to carton; 12 
cartons to a case. Made in different 
qualities to retail from 25c. to 50c. a 
pair. G. A. Marsh Co., 1165 Massa- 
chusetts Ave., Arlington, Mass. 





Barrett Packaging 


Modern containers have been de- 
signed for Barrett products such as 
cements, protective black paints, cattle 
spray, wood preservatives, etc. A fea- 
ture of the new design is the Barrett 
“bullet,” white lettering on _ black. 





Upper part of the containers is white, 
the bottom, bright orange. The litho- 
graphed design is simple, attractive, 
and modern. The Barrett Co., 40 Rec- 
tor St., New York City. 
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Billions of Rods 


Pastures, lawns and grain fields . . . corn 
cribs, pig pens, and poultry yards — 
fences — fences — fences. 


Farmers are always buying fence mate- 
rial. Old fences need repairing. New 
ones are built. And the farmer buys his 
fencing just as he buys his groceries, 
toilet goods and tools . . . in large quan- 
tities and by brand names. 


Farm Journal is important to the owners 
of 1,240,000 fenced-in farms. They like 
Farm Journal, for the whole tempo of 
this national farm magazine is geared 
to the needs of the competent modern 
farmer. 


Farm Journal should be on every 
national advertising list. 
a5 


FARM JOURNAL : 
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Bonderized Bicycles 


Frames of Rollfast bicycles, veloci- 
pedes, and playcycles are now Bonder- 
ized before their Vichrome enamel is 
applied. Bonderizing is a chemical 
process that has been used for auto- 
mobile finishes and it proves rust- 





proofing and paint-holding qualities. It 
produces a thin phosphate coating on 
the metal that is slightly absorbing. 
As the wet enamel is applied a small 
portion of it is taken up by the Bon- 





derite coating. When the enamel dries 
and hardens, it is keyed to the metal, 
providing a permanent finish. It is 
said that this prevents nicks and chips 
on frames and is a rust-barrier. It is 
also said to prevent the spread of rust 
from accidental scratches or dents. The 
upper portion of the illustration shows 
Bonderized steel, while the lower por- 
tion shows untreated steel. D. D. Har- 
ris Hdw. & Mfg. Co., Inc., 99 Cham- 
bers St., New York City. 





“Speedy-Clean” Utensils 





These chrome utensils are being of- 
fered in a special deal which includes 
an assortment of four popular sizes, 
three generous sized chicken fryers, 
including polished chrome covers and 
two of the new Dutch Ovens. Included 
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with the deal is a four-color pedestal 
display piece and a quantity of con- 
sumer circulars describing and _ illus- 
trating each item in the line. The 
Everedy Co., Frederick, Md. 


“Volvo” Steel Dowel 


Eprecemem 


This steel dowel with inside thread 
is of hardened and tempered Swedish 
strip-steel in a unique Y-shape and is 
practical for use in hard walls, bricks, 
and cement without boring. Maker 
states the inside thread is adjusted 
inside and slightly below the upper 
end of the dowel so it cannot be 
damaged by the heaviest blows, when 
driven in. Made in Germany. Sales 
agent in this country, Arthur W. Ma- 
teikat, 1776 Townsend St., Cincinnati, 
Ohio. 


Caster Display Deal 


Includes 20 packages of Faultless 
Casters and Guides. Each package con- 
tains chart of correct caster uses and 
suggested resale prices. The special 
assortment contains three sets each of 





the No. 4733 and 4735 and 8458 style; 
two sets each of the No. 5733, 5735 
and 4430 style, and four sets of the 
NRS 11/16 in. glide. A free set of 
the No. 8458 Rubberex (cushion-tread) 
wheel is included. Resale value of the 
assortment is $11.40 and dealer’s cost 
is $6.80. Faultless Caster Corp., Evans- 
ville, Ind. 


Cooper Thermometers 


A catalog has recently been issued 
illustrating and describing stove ther- 
mometers, midget thermometers, and 
room thermometers, as well as_ther- 
mometers for various special uses. 
Catalog No. 200. The Cooper Oven 
Thermometer Co., Pequabuck, Conn. 





Rifled Slug For Shotguns 


-_— —— 





Maker states they double the ef- 
fective accuracy range; are cast and 
swaged and their scientifically worked- 
out rifling on outside of slug causes 
it to rotate on its axis after emerging 
from muzzle and so maintain a more 
accurate line of flight to its mark. 
Spiral grooves on slugs are also said to 
reduce friction in the barrel and so 
permit increased velocities and moder- 
ate breech pressures. The new loads 
will be furnished in 12, 16 and 20 
gages with respective weights of 1 oz., 
% oz., and % oz. Loads are for use 
in all shotgun barrels of those gages 
in any of the standard borings. Packed 
in small cartons containing five shells; 
five cartons to box of 25 shells. Win- 
chester Repeating Arms Co., New 
Haven, Conn. 


Hose Menders, Couplings 





The new “Multi-Grip” wrought brass 
Stamped Menders are for hose inches, 
%, % and %, and list per dozen at 
$1.00 for the first two sizes and $2.50 
for the third size. Packed 24 in a box. 
“Multi-Grip” Stamped Couplings are 
for hose inches, in the same sizes as 
the Menders and list per dozen at 
$2.76 with rolled threads and $3.00 
with cut threads. Packed 12 to a box. 
For female ends the price is 2/3 the 
price of a full set. Maker states cou- 
plings have rust-resistant, cadmium- 
plated steel fingers and there are no 
sharp edges to cut or injure the hose. 
W. D. Allen Mfg. Co., 566-570 W. Lake 
St., Chicago, III. 
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PANTHER 
DRAGON 





Panther and Dragon tapes sell easily and 
quickly. Their rapid turnover makes them a 
favorite with contractors and dealers every- 


where. Are you getting your share of this 
business? 








HAZARD INSULATED 
WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. Passaic, N. J. 
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How's the Hardware Business ? 


(Continued from page 56) 


As a result of increasing 
costs on illuminating glassware, 
some of the lower priced units have 
been advanced, effective October 30, 
including plain white and black line 
porch units, bathroom shades, ball 
globes and kitchen units. The ad- 
vance averages about 10 per cent. 

* ” * 


Midwest Electric Manufactur- 
ing Co. have made price changes, 
effective November 10, with ad- 
vances on locknuts and bushings of 
15 to 20 per cent—on entrance caps 
and elbows, pipe clamps and con- 
duit nipples, 10 per cent, and on 
outlet boxes, concrete boxes, exten- 
sion rings, switch boxes, box covers 
and bar hangers, approximately five 
per cent. Other makers have an- 
nounced a number of slight revi- 
sions on wiring assemblies, ignition 
and battery cables and terminals. 

* *& 


A November 1 advance on 
copper eaves trough, etc., was so 
moderate that later copper news will 
probably bring another increase. The 
schedule for dealers, as announced, 
included crate lots of plain copper 
pipe, ridge roll and eaves trough at 
42 per cent off lists, formerly 43 
per cent, and lead coated items, in 
100 ft. lots, at 18 per cent discount 
—formerly 19 per cent. 

* * * 


Turpentine prices are holding 
firm at their recent advance—helped, 
doubtless, by the effort of the Amer- 
ican Turpentine Farmers Associa- 
tion to restrict production, and estab- 
lish a higher market. Linseed oil 
declined 14% cents per gal. on 
October 30. 

* * * 

Leading copper producers on 
November 6 advanced the domestic 
price 4% cent per pound further— 
to 10% cents wholesale, at Eastern 
basing points—following a continued 
sharp rise in the export market. This 
was the third increase of the year by 
the domestic producers, and puts 
copper at the highest level since 
1930. Sales of copper in October, 
according to trade figures, were the 
largest for any one month in the in- 
dustry’s history, at 178,795 tons. In 
addition to industrial demand, for- 
eign markets have been influenced 
by a prolonged period of buying for 
armament purposes. 

* * *# 


Hardware cloth manufactur- 
ers have also issued revised price 
sheets November 4, effective for or- 
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ders to December 31 only, and for 
shipments not later than January 15. 
Standard trade prices are unchanged 
at the following schedule, in 100 
ft. rolls, freight equalized between 
manufacturers and nearest jobbers’ 
warehouse. 


BO DS Pi ca ccscae $3.50 per 100 sq. ft. 


SS B MMe .cccccccc 3.80 per 100 sq. ft. 

Ale 4.10 per 100 sq. ft. 

DO DB neces scas 4.45 per 100 sq. ft. 
* * 


Poultry netting prices were 
put out by the manufacturers on 
October 30, effective for orders to 
December 31, and for final ship- 
ments to be completed not later than 
January 15. While prices to the 
dealer in LCL quantities are 10 per 
cent lower than the opening prices 
announced a year ago, the new quo- 
tations are no lower than the figures 
generally prevailing last season. In 
fact, the new schedule is an advance 
over the most competitive basis 
which was in effect for part of the 
year. Fur farm netting, included in 
the same quotation sheets, shows un- 
changed prices. 

* & # 

Makers of wire screen cloth 
have issued new prices, effective 
November 4, for orders entered prior 
to December 31, and for shipment 
not later than January 15, 1937. List 
prices on steel cloth per 100 sq. 
ft., in full rolls, are as follows: 


We SR OE de ctcdnesccnccenusce $1.75 
12 mesh Galvanized ................ 1.90 
14 mesh Galvanized .............4+. 2.28 
16 mesh Galvanized ................ 2.65 


The above prices do not differ 
from the lists put out October 4, 
1935, for the past season, but manu- 
facturers expect that concessions to 
the retailer from this schedule will 
be less numerous and less radical 
than during the competitive stress 
of the 1936 season. Bronze and cop- 
per cloth show no changes from last 
year on 14 mesh, but an advance 
of 25 cents per 100 sq. ft. on 16 and 
18 meshes. 
* * * 

Crude rubber prices, spurred 
by heavily increased demands at 
home and abroad, have recently 
reached the highest levels for several 
years, close to 18 cents per pound. 
Heavy calls for rubber by the tire 
and other industries, together with 
declining reserve stocks, are given 
as reasons for the rise. 

* * * 


Some manufacturers this 
month have cancelled all old quota- 
tions on lace leather—sides and 
backs—and on cut lacing—exact 


and random. An advance of about 
10 per cent is quoted for prompt ac- 
ceptance on orders for shipment 
prior to March 1. 

* © # 

Silver and plated ware, carv- 
ing sets, glass and china, and an 
attractive array of kitchen conveni- 
ences are experiencing almost a 
December rush, along with furni- 
ture, luggage and the many gift 
specialties which the average store 
displays only at this season. 

* * & 

Western Cartridge Company 
notified their jobbing trade October 
30 concerning a ruling of the Inter- 
state Commerce Commission on 
October 9, which now makes its pos- 
sible to ship ammunition in semi- 
trailers. Delivery by truck will 
facilitate the handling of fill-in busi- 
ness and is welcome news to whole- 
salers in districts thus served. 

e # 

Freight car loadings dropped 
slightly in the week ended October 
31, but maintained the highest mark 
for the period since 1930. The total 
was 814,175 cars, a gain over the 
corresponding 1935 week of 19.4 per 
cent. Railroad executives are agree- 
ably surprised at the tenacity with 
which weekly loadings are holding 
above the 800,000 car mark. 

* * & 

It already appears that the 
volume of Christmas shopping this 
year will be the best since 1929— 
perhaps the “best ever.” The buying 
movement, which ordinarily gets 
under way just before Thanksgiving, 
began unusually early this year. 
Jobbers report that if the present 
demand continues, the sale of all 
kinds of toys is going to be the larg- 
est for many years. Even factories 
who prepared a large stock, and an- 
ticipated a big season, are out of 
many items, and will not be able to 
deliver this year. Children’s vehicle 
factories are swamped with business, 
and many have refused to accept 
further orders for pre-Christmas 
shipment. Some price advances have 
been announced, and dealers are 
buying liberally, anticipating further 
increases. . Last year’s demand 
cleaned out stocks of ice skates, 
sleds and skis, and early orders this 
years are unusually heavy. Foot- 
balls and _ basket balls are 
still selling impressively. A great 
variety of new games is offered this 
season, with active interest reported 
in these, as well as the perennially 
popular old games. Playing cards, 
card tables and chairs, and the many 
gadgets which interest card players, 
are proving themselves ready sellers. 

(Continued on page 96) 
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| Todane Demand 


for ECONOMY and 
DEPENDABILITY 


STERLING 





Made In Three Styles — 
Each One A Dominant Sales Leader. 
% HEXAGON .. . An outstanding value —unrolls flat, 


Rigid and uniform mesh. 
Galvanized before or after 


stretches evenly, easy to erect. 
Made in all standard widths. 
weaving. 

* COMBINATION . . . Accepted everywhere as a prac- 
tical fabric and a leader against competition. Graduated 
mesh; first six spaces %”, second six spaces 1”, next 
eight spaces 142”, balance 2”. Made in all standard 
widths. Galvanized before or after weaving. 

%* STRAIGHT LINE . . . Exceptional quality and features. 
Will not sag or pull out of shape. Lock-Twist, non-slipping 
joints. Made in all standard widths. Galvanized before 
or after weaving. 


See your jobber for complete details, 
or write direct to Department 10 


NORTHWESTERN BARB WIRE COMPANY 


ILLINOIS 


STERLING Since 1879 





EETING 
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How Much Do You Know 
About Canada ? 


N the evening of October 
O 26, at the Royal York Ho- 
tel, Toronto, Canada, the 
largest hotel in the British Em- 
pire, I had the honor of address- 
ing the Advertising and Sales 
Club of Toronto at their annual 
dinner. This club has about 600 
members, of whom 500 were pres- 
ent the evening of the dinner. I 
never saw a more vital, intelli- 
gent, interested and appreciative 
audience anywhere. I rather em- 
phasize this because I was espe- 
cially struck with the personnel 
of the membership of this club. 
Mr. John Martin, president of 
Massey-Harris Company, Ltd., is 
president of the Advertising and 
Sales Club, and he presided at 
the dinner. The time of their 
speakers was limited, and each 
speaker was held rigidly to his 
time. As a result, there were no 
long drawn-out speeches, and all 
of the proceedings traveled on 
schedule and finished on time. 
On Monday afternoon, October 
26, there was a luncheon at which 
Colonel, the Hon. Herbert A. Bruce, 
Lieutenant-Governor of Ontario, 
was the speaker. One thing that 
interested me was the formality 
with which everything was con- 
ducted. Colonel Bruce, for in- 
stance, a handsome, grayhaired 
man, entered with his orderly, the 
orderly being in full dress uni- 
form. All through the ceremonies 
this orderly stood just back of 
the Colonel’s chair, like his shad- 
ow. This struck me as a good 
idea. The good-looking young 
lieutenant, in his picturesque uni- 
form, lent color to the occasion. 
It turned out that Colonel Bruce 
was not only a military man, 2. 
Lieutenant-Governor, but also a 
doctor. He talked on the subject 
“Truth in Advertising,” devoting 
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By SAUNDERS NORVELL 


the larger part of his address to 
medicinal advertising. 

After the luncheon, led by 
pipers in full Highland uniform 
playing their pipes,the Lieutenant- 
Governor and the officials of the 
association marched from _ the 
banquet room to the entrance of 
the advertising exhibition where, 
with a pair of golden scissors, he 
cut a silver ribbon stretched across 
the doorway and declared the ex- 
hibition open. This, too, was a 
little ceremony that might be 
used here in the United States in 
opening some of our exhibitions. 


Advertising Exhibit 
The exhibition of all kinds of 


advertising was placed on the 
walls of a very large room. This 
exhibition was well worth study- 
ing. The exhibits both in advertis- 
ing and printing and in the way 
of illustrations, were the last word 
in up-to-date advertising. 

That night the banquet was in- 
formal. President Martin was the 
toastmaster. A number of heads 
of local clubs were introduced by 
the toastmaster and made brief 
addresses. These men seemed to 
hail from almost every part of 
Canada. Then the chairman in- 
troduced Mr. Weston Wrigley, 
president of the Wrigley Publica- 
tions, Ltd., of Toronto, which pub- 
lish Hardware in Canada and a 
number of other leading publica- 
tions in other lines. The chair- 
man stated that Mr. Wrigley had 
been selected to introduce me, as 
we were old friends. Mr. Wrigley 
was very kind in his introduction. 
He told of a number of our meet- 
ings in various parts of the United 
States in the past. Then came my 
address, of which I shall give ex- 
tracts at the end of this article. 

When I received the letter sev- 


eral months ago from Mr. Pinard 
of The Lowe Brothers Co. Ltd., of 
Toronto, asking me to speak at 
this dinner, the question of what 
I should talk about arose. First 
I had to ask myself what I knew 
about Canada. I think I knew just 
about as much about Canada as 
the average citizen of the United 
States today, and I regret to say 
that upon self-examination I found 
this knowledge to be exceedingly 
limited. I decided I had to study 
up on Canada. So, I read books, 
articles, pamphlets and statistics. 
The more I read the more 
astounded I became at the facts 
and figures I found. And then I 
talked to people I met from day 
to day about Canada. I wished 
to find out just what the average 
American knew about Canada. 
First of all, there was the general 
impression of those who had not 
visited Canada, that the climate 
was exceedingly cold. They 
seemed to think that just a few 
miles over the border one ran 
into snow and ice. In fact, that 
the upper part of Canada was 
almost uninhabited and was most- 
ly like the arctic regions. Now in 
looking up the facts, I found this 
was not true. The climate of the 
lower part of Canada is just about 
the same as the climate of the 
northern United States. 

Then as I read the New York 
papers I looked for articles about 
Canada. Of course, there were the 
stock reports on the financial 
pages, of the various Canadian 
stock exchanges, mainly listing 
mining stocks. There was an oc- 
casional reference to the situation 
in Alberta and Edmonton and the 
premier of this province. Then 
there were frequent articles about 
the quintuplets, with photographs 
of these lovely young ladies in 
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Here’s Where The VOLUME Is 
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There is little or no profit in selling $8.95 suits, even though the 
volume is there. And at the other end of the scale, $125 suits bring 
in a nice profit, but customers are few and far between. Alert stores 
concentrate on the middle class, where profits and volume are good. 


It’s like that with cooking utensils. Cheap, “paper thin” aluminum 
utensils may sell fast, but they won’t stand up in service and they 
bring you no profit. The extra heavy utensils give good service and 
profits, BUT for volume and profits you can’t beat a standard 20 gauge 
line like Buckeye “Real Solid”. 


Here’s a line designed, made and priced to attract the bulk of your 
customers. Long life and service is built into Buckeye. Prices are 
right to attract women and bring you a good profit. Buckeye “Real 
Solid” is guaranteed against defects in material and workmanship. 


If you want to concentrate on the volume and profit market— 
use Buckeye. 





The Buckeye Aluminum Co. 
WOOSTER, O. 





“Good aluminum utensils since 1895” 














/~ Built 
to last! 


reason there is more 
an ABW Solid Shank 
ordinary solid shank 

s the famous ABW Shock 


thickness of stee 
ABW Solid Shanks. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING CO. 


PARKERSBURG 
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various daily and Sunday papers. 
Outside of this, there was next to 
nothing in our papers about 
Canada. There was a great deal 
more hews from England, Ger- 
many, Italy, etc., than from 
Canada. 

Then I turned to Canadian adver- 
tising. I found in various United 
States magazines advertising of 
Canadian railroads and hotels in 
Lake Louise, Banff, Toronto, Mont- 
real and Quebec. Most of this ad- 
vertising I noticed was for people 
blessed with large, fat pocket- 
books. The hotel advertising was 
all of the luxurious, expensive 
type. The railroad advertising 
was of people lolling in observa- 
tion cars. Evidently this advertis- 
ing sought the patronage of people 
with money. What struck me was 
the dearth of Canadian advertis- 
ing calling attention to cheap 
lands, low taxes, good neighbors, 
beautiful scenery, with all kinds 
of sports, such as hunting, fishing 
and winter sports. There was a 
little of this advertising, but not 
much when one considers the 
amount of money that might be 
spent by many in the United 
States who spend most of their 
lives on wheels. If they were so 
inclined, it would be such a simple 
matter just to motor up in their 
Fords with their trailers and take 
a look at Canada. Many, no doubt, 
as a result of this journey, might 
make their homes permanently in 
Canada. Many others might select 
sites for summer homes. United 
States tourists are a very valuable 
source of income for Canada and 
this income is increasing every 
year. In my judgment, judicious 
advertising to the man of moder- 
ate means in the United States 
would bring much larger returns. 

Here are a few extracts from my 
address: 


“In 1919 I visited London. I 
was invited to luncheon one Sun- 
day at his home by Sir William 
Schooling. You will remember 
that he was knighted for the good 
work he did in selling war bonds 
and stamps. Sir William was liv- 
ing in a very large house, I think 
in Knightsbridge. During lunch- 
eon he told me he was at work 
upon the history of the Hudson’s 
Bay Company, and after luncheon 
he remarked that if I would care 
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to see a rather unique sight, he 
would be glad to take me upstairs 
where in a large room I saw a 
number of flat top tables covered 
with large, ancient-looking books. 
Around the walls there were tem- 
porary shelves also piled high 


with these books. I was amazed 
to learn that these books were the 
logs, first of the ships of the Hud- 
son’s Bay Company and also the 
logs or diaries that they had each 
of their manag@rs keep in their 
various posts. These books were 
all written by hand. Many of the 
accounts were illustrated with 
crude pictures. One book, for in- 
stance, had a most interesting 
chapter describing the beaver and 
how the beaver works. These logs 
went back for more than 250 years, 
to the forming of the Hudson’s 
Bay Company. He told me that 
the collection of books in his 
home was insured against fire and 
theft to the amount of more than 
a million dollars. It is also worth- 
while to mention the interesting 
fact that many of the men who 
were managers of these posts at 
that time in the wilderness, estab- 
lished families that today are 
prominent in the affairs of 
Canada. Probably here in this 
audience there are descendants of 
these post traders.” 
* * * 


“Canada has a population of 
more than ten millions. Her na- 
tional wealth is the magnificent 
sum of 31 billions. Each Cana- 
dian, roughly speaking, is worth 
$3,100, practically the same per 
capita wealth as in the United 
States. Her taxes are about $25 
per unit of population, or less 
than 1 per cent, which certainly is 
not bad in these days when taxa- 
tion by governments has become 
so popular. Her public debt is 
two and a half billions. Of this 
debt, the citizens of Canada own 
over two billions, to London she 
owes 246 millions and to New 
York 300 millions. Just in pass- 
ing, the State of New York today 
owes almost 450 millions. 

“Just as in the United States, 
the year 1929 was almost the peak 
year of prosperity in Canada. Her 
prosperity, however, carried over 
into 1930 and 1931, but it is evi- 
dent from the figures I have 
studied that you hit hard sledding 





in 1932. After 1931 practically 
all of her figures show a down- 
ward trend, except the production 
of gold. Gold went up, notwith- 
standing the depressed times. In 
1929, our peak year, American 
tourists spent in Canada 309 mil- 
lion dollars, while Canadian tour- 
ists spent in the United States, 51 
millions, a good balance on the 
Canadian side of the ledger. In 
1929 the value of Canadian min- 
erals was 310 millions, about $30 
for each inhabitant. I will not go 
into the very interesting statistics 
of her great wheat production, of 
her fishing and trapping industry, 
but in my study of your country 
I was amazed at the size of the 
figures in all these industries. 

“Canada is the best foreign cus- 
tomer of the United States. Fif- 
teen per cent of our total exports 
go to Canada. Great Britain is your 
best foreign customer, with the 
United States second. Great 
Britain had invested in Canada in 
1930, $2,204,000,000 while the 
United States had invested in 
Canada the same year, $4,107,000,- 
000. The investment of the United 
States in Canada, as you see from 
these figures, is double that of 
Great Britain. So much for the 
distribution of wealth in Canada. 
The figures, of course, are sur- 
prising, but other facts are still 
more surprising. 

“When we turn to Canadian im- 
migration, for some reason with 
which I am not familiar, the peak 
of immigration from Great Britain 
was in the years 1911 to 1914 in- 
clusive, just before the war. Of 
course, during the war it fell off, 
but what interests me is that from 
1925 to 1934 the immigration to 
Canada from Great Britain was 
very much less. The trend was 
downward. 

“It is quite evident from the 
figures I have studied, that Can- 
ada, like the United States, has 
had her troubles in the past five 
years. But when I turn to the 
statistics of taxation in Canada, I 
am astonished to note that from 
1930 to 1934 the trend of your 
per capita taxation was constant- 
ly reduced, and during that same 
period there has been compara- 
tively a very small increase in her 
national debt. To a United States 

(Continued on page 94) 
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NO TERMITES 


in Solarite’s 
Price Structure 


TERMITES — tiny, blind in- 
sects which work under cover 
eating away the wooden sup- 
ports of buildings and leaving 
a mere shell which is apt to 
collapse suddenly. 
Solarite—the Peer of all Cold Water Kalso- 
mines—is tailor-made for the hardware trade 
in its price structure which takes away every 
advantage of catalog and mail order houses. 


Solarite’s new condensed range of tints—only 
12 colors and white—simplifies stocks. 


Ask your jobber for details of Reardon's “New 
Deal for Dealers” and write us if he has not 
yet stocked Solarite. Address nearest factory.’ 


THE REARDON COMPANY 
Second & Clinton Sts., St. Louis, Mo. 


1444 W. 37th St. 526 S. Alameda St. 
Chicago, Ill. Los Angeles, Calif. 


The Peer of All 


Cold Water Kalsomines 
Be ee 
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L. F. HOLLOWAY, Fre- 
mont, Neb., hardware dealer, 
entered the hardware business 
fifty years ago, opening his first 
hardware store in Ohiowa, Neb.., 
in 1886. After three years there 
he entered business in DeWitt, 
Neb., remaining in that town for 
about fifteen years. Since mov- 
ing from DeWitt he has con- 
ducted business in Fremont. To- 
day, at the age of 73, he looks 
back over many changes in the 
stocks of hardware stores and 
in their display. As he puts it, 
stock was “junked around” 
when he first entered business, 
instead of being displayed on 
open tables. Starting business with two helpers he now 
employs seven people to help in conducting his business. 
Mr. Holloway likes the hardware trade and says “It’s the 
only business I know.” A young man in his thinking, he 
observes, “Some think when one gets old he loses interest 
in new things, but I read and study to keep up on the 
latest improvements in the hardware trade.” 





L. F. HOLLOWAY 


FRED C. GARDNER, sec- 
retary-treasurer, E. C. Atkins & 
Co., Indianapolis, Ind., has been 
an Atkins man since July 1, 
1881, when he began his busi- 
ness career as an office boy. 
Elected secretary-treasurer of 
the company in 1912, after hav- 
ing held various positions with 
the concern, he continues today 
at the age of 74 to be very ac- 
tive. He is an officer or director 
of several other important cor- 
porations outside the hardware 
manufacturing field, including 





FRED C. GARDNER 
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FIFTY-YEAR CLUB 


the Indiana Bell Telephone Co. Always active in municipal 
affairs, he has been a member of the city council and a city 
Park Commissioner. Active, too, in political organizations 
he has been treasurer of the Indiana State Republican Club 
and Republican City Committee. Mr. Gardner’s other in- 
terests include Masonic organizations, the Indianapolis 
Board of Trade and local banking, hotel and theater ac- 
tivities. On November 28, 1933, he and Mrs. Gardner cele- 
brated their golden wedding anniversary, on which occasion 
twenty-five guests who were present at their wedding at- 
tended the reception given for relatives, friends and busi- 
ness associates. During their wedding anniversary celebra- 
tion Mr. and Mrs. Gardner happily showed gifts they had 
received for their wedding back in 1884. Mr. and Mrs. 
Gardner are the proud parents of two daughters—Mrs. 
Mary Elizabeth Fletcher and Mrs. Margaret Lucy McCon- 
nell. An active and healthy man, Fred C. Gardner’s chief 
hobby is work and much of his leisure time is devoted to 
his 200 acre farm. 


CHARLES S. GALLAGER, 
who is now 92 years old, looks 
back on a long and interesting 
hardware career which began in 
1867. Although he retired from 
active business in 1922 as a rep- 
resentative of the Union Hard- 
ware Co., Torrington, Conn., he 
continues to be interested in the 
hardware industry and its ac- 
tivities. His hardware career 
started with Parker & Casper 
Co., Meriden, Conn., after which 
he joined Tower & Lyon Co., 
New York City, one time agents 
for the Union Hardware Co., 
which acquired the Tower & 
Lyon organization in 1911. Mr. 
Gallager was vice-president of Tower & Lyon Co. Widely 
known and highly respected by members of all branches 
of the industry throughout the nation, Mr. Gallager covered 
a territory from New York City to San Francisco and from 
Chicago to New Orleans. In the winter time Mr. Gallager 
lives at his home in Montclair, N. J., and spends the sum- 
mer at Clam Island, Branford, Conn. His son Charles F. 
Gallager is a manufacturer’s agent and has long been 
active in The Nutmeggers, being president of that organ- 
ization at the present time. 





CHARLES 8. GALLAGER 
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SHIELDS PAINT FROM iam 
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INFRA-RED RAYS Be 
OF THE SUN.... 


Sunburn and blistering may be prevented by use 
| of oils that filter out the sun’s destructive rays. 

















THE NEWEST 
ano FASTEST SELLING | 


KITCHEN TOOL T is common knowledge that the sun’s 
ON THE MARKET ultra-violet and infra-red rays are the prin- 
cipal cause of the disintegration of paint. The 

roblem of shielding paint from these destruc- 
> PRICED RIGHT ie rays has long baffled chemists. This prob- 
HANDSOME PROFITS lem has at last been solved by a new discovery 
in oil processing called “Adia-Thermatic,” in 


AST spring Vaughan _intro- : . ae : : : 
f Pee Per eerie conjunction with just the right pigmentation. 


Se Atha ein | UNAPPROACHED FOR INTENSE 
WHITENESS OR COLOR 


$1.98—more than 30,000 were 

sold within 5 months. 
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—you can teature is new an “ s 2S by 

improved Vaughan model for $1.39 SURETY BOND Adia-Thermatic” Paint baked 

RETAIL. IT'S A WINNER! A real | longer life than standard “first-grade” house paints. 

value for your customers—a real It produces a paint unapproached for intense white- 

profit producer for you. There's . 

nothing else like it. ness or clearness and beauty of color. It gives added 

resistance to checking, cracking and fadin The 
Designed by one of the country's ‘ < g, & é- 
foremost artists—as modern as a “Adia-Thermatic” treatment takes SURETY BOND 
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“s and finish. eral profits of regular prices. The “Adia-Thermatic” 
HAT IT DOES!—Shells a pound of il i i i 
hue Gaels on sent to ton adie. EASY TO DISPLAY! oil in SURETY BOND gives the paint buyer what 
Slices a pound of string beans in EASY TO SELL! he has long wanted—a paint that wears years longer, 
the same length of time. EASY TO USE! yet Johnston asks no more for this feature. This 
ae anaes TS CHERIAS offers you an opportunity for a phenomenal increase 
“ rae 1s gry os takes on thie’ , in sales ... an opportunity to build up a paint busi- 
only a few seconds to change from je the first in your community with 4° ’ * * 
slicing to shelling. The slicing at- iin ceneitienit aes San, Sek Oe ness that competition can’t lure away with cut prices. 
ae wa slice the whole solid information on No. 550 individually Wire or write today for all the facts about Johnston’s 
vegetable kingdom into thin, attrac- packed in two-color display box. “A dia. + 99 : 
tive shoestring shapes. Weight 2 Ibs. each. Adia-Thermatic” Paint. , 
: SURETY BOND “Stays Mixt” 
Vaughan's —it is always uniform from 
SAFETY ROLL, JR. the bottom to the lid, never 
and Other settling, never forming a skin ze . fH: ‘ 
on top. Every can is “Bonded on. aa wes 
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pay you a good profit. 
You can build a profitable 
business wih these nation- Ask for free 


Sena for information and | Sock.” THE R. F. JOHNSTON PAINT CO. 
CINCINNATI, OHIO 
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Cleveland Retailers Add Sales 
Through Treasure Hunt 


TREASURE HUNT, staged 
A by retailers of Cleveland, 
Ohio, caused some 115,000 
people to inspect their store win- 
dows, resulting in a 300 per cent 
increase in sales, recently. Every 
participating store reported an in- 
crease in sales. 

The hunt was in the form of a 
novel prize contest, which took the 
entire city by storm. Contestants 
from more than 200 Ohio cities 
and suburban areas were entered. 

The main feature of the contest 
was the decoration of a special 
window by each of the 50 partici- 
pating stores. Each window was 
assigned a descriptive title by a 
management committee. The titles 
were short, snappy phrases such 
as: “Twinkle, Twinkle Little Star,” 
“Underslung and Satisfying,” 
“Sweet Going,” and “Another 
Blessed Event.” 

Each title had to be matched 
correctly with the window, of 
which it was most descriptive. The 
50 titles were printed on Treasure 
Hunt entry sheets opposite blank 
spaces in which the contestants 
identified the exhibiting store and 
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These windows were part of the Treasure Hunt Campaign in Cleveland. The 
window at top of page won the first prize in the contest. 


the type of merchandise displayed. 
Space was allowed for the listing 
of an original and appropriate 
title for the mystery window, spon- 
sored by the Cleveland Commu- 
nity Fund. This was limited to 
not more than 10 words and it 
was agreed that in case of a tie, 
the person submitting the best title 
for that window would be declared 
the winner. 


Entry blanks were distributed 
by the stores and could be secured 
without making a purchase. The 
prizes were well worth winning. 
First prize was a 106-day world’s 
cruise or $1,000 in cash. Second 
prize was a 22-day all-expense 
cruise to Honolulu or $500 in 
cash; third, a round-trip to Cali- 
fornia via American Airlines, and 

(Continued on page 88) 
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DEALERS THAT SELL ME xy —S 
ARE DROTECTED . 


— AND IN MORE WAYS 
THAN ONE , BROTHER = 











Rogers Glue is not sold to chain stores, group buyers, or mail order houses. This 
means PROTECTION for you. It is worth your while to build up a business that 
you won't lose. And when you sell Rogers you are further protected by the qual- 

ity of the product. Only the finest fish skins are used in the manufacture of 
Rogers Liquid Glue. Clarity is a sign of strength and quality in fish glue. Com- 
pare Rogers with other brands and satisfy yourself on this point. 


2 DEALS! 2 PROFITS! 


Ask your jobber for complete information on the Rogers Display Offer and the 
Dandy Deal. These two deals will make a double profit for you. FREE Counter 
Display and FREE Project Sheets. For PROTECTION and PROFIT ask your job- 
ber about Rogers Glue today. 


ROGERS ISINGLASS & GLUE CO. 
GLOUCESTER MASS. 

















NOVEMBER 19, 1936 












VEE LON (E 
‘(BASES 


‘“acME” Ball Bearing Casters roll silently, easily, smoothly in any 
direction. They not only protect all types of floor coverings, but they 
give a modern, up-to-the-minute note to furniture. 


THEY SELL AS EASILY AS THEY ROLL 


““ACMES” are a source of continual profit . . . a small item that de- 
velops mass sales. Show the customer how “acmeEs” work. Roll one 
on the palm of your hand or run it along the counter—always an 
interesting demonstration that results in a sale. 

















THe ScHAtz MANUFACTURING Co. 


yp POUGHKEEPSIE, N. Y. 


none BALL BEARING 


ASTER 

























More Profit Dollars From 
Better Merchandise 


hardware store to buy a cord 

for an electric iron. The 
dealer showed me one on his dis- 
play counter for twenty-five cents. 
When I asked him if he had a 
better one, he said he had one but 
that it would cost me fifty cents. 
When I asked for a still better 
one, he took down from a shelf 
a carton, brushed off the dust and 
said that there was a good one, 
but it would cost me seventy-five 
cents. 

I paid him his seventy-five 
cents. His profit was twenty-five 
cents—three times what it would 
have been had he sold me the 
lower priced cord. 

Within the last few weeks I have 
visited seven retail hardware 
stores, and in every one of them 
only cheaper merchandise was on 
display. Would it not be better 
merchandising for the dealer to 
put on his display counter an arti- 
cle of good quality alongside of 
those sold only on price? It 
would be to his advantage to stress 
what the article would do rather 
than the price of it. 

The Pennsylvania Railroad, the 
American Telephone & Telegraph 
Co., and the larger industrial 
plants are today buying tools on 
a work hour basis. They figure it 
is cheaper to pay a dollar for a 
tool than it is to pay sixty cents 
if the dollar tool will do double 
the work. 

In one of the stores I visited, 
the dealer was just putting away 
(until next year) some tackle 
boxes. I suggested that he put 
them on his display counter, to- 
gether with some tools selected 
from his own stock and make up 
sets of tools to order. 

He could make up a set that 
would do almost any job around 
the house for three or four dollars 
or a more elaborate set such as we 
made up a few days ago for a 
customer for $12.00. 


* From an address made at a sales 
meeting of Farwell, Ozmun, Kirk & 
Co. salesmen. 


| RECENTLY went to a retail 
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By HENRY B. HALL* 


Farwell, Ozmun, Kirk & Co., 
St. Paul, Minn. 


This year our men sold three 
times as many saws at $1.00 as 
they did of a number at 58c.—and 
made six times as much profit. 
They sold three times as many of 





H. B. HALL 


Recognized among factory men as 
one of the most experienced, systema- 
tic and thorough buyers in the country, 
Mr. Henry B. Hall has been with 
Farwell, Ozmun, Kirk € Co. for 44 
years. His workshop at home is ample 
evidence of his skill and appreciation 
of good tools. He is a keen student of 
biblical history as well as present eco- 
nomic history, as is indicated by his 
extensive library. 


‘ 


a number on which their profit 
was $6.48 per dozen as they did 
of a lower priced saw which shows 
a margin of only $1.80 a dozen. 
In other words, they increased 
their profit account ten times as 
much as they would have done 
had they sold the competitive saw 
instead of the quality one. That 
idea we wish you would get across 
to the dealers during the coming 
year. 

The saw manufacturer expressed 
his appreciation of the fine work 
done by our salesmen and com- 
mented especially on the nice in- 
crease in the sales of the better 
grades. 

A manufacturer of auger bits 


writes: “I have just looked over 
the record of your purchases of 
our auger bits and I am absolute- 
ly amazed at the result. Due to 
the aggressiveness of your sales 
force and their ability to sell qual- 
ity tools, you got away from all 
your competition to a surprising 
extent.” 

When a customer wishes an 
auger bit, sell him the quality 
number—the bit that will bore 
three times as many holes with- 
out sharpening; the bit that will 
bore easily in the hardest woods, 
cross grain or end grain; the bit 
that will bore a dead smooth hole; 
the bit that sells in the six-six- 
teenths for nine cents more than 
the cheaper one—nine cents more 
for the best bit made. 

Continue to stress what the arti- 
cle will do rather than the price 
of it. 

In 1929 Farwell sold over 1600 
planes of a certain number at 63c. 
—in 1935 less than 100. But in 
1935 we sold six times as many 
planes of a type sold at nearly 
double the price and we made ten 
times the profit. 

A dealer may occasionally lose 
a sale by not having a ten cent 
item on which he might have made 
a profit of three cents, but by dis- 
playing only competitive items he 
will lose many times three cents 
when customers who can afford 
the better quality and who would 
prefer the better quality, buy the 
competitive grade. 

A hammer manufacturer writes 
that he could not believe the fig- 
ures until he checked the records. 
Farwell’s sales of first quality 
showed an increase of over one 
hundred per cent. 

Stress what the article will do 
rather than the price. Make it 
easy for a customer to buy a good 
article by having a good article on 
display alongside of those lower 
in price. Always assume that a 
customer wishes the better grade. 

Emphasizing what an article 
will do, rather than the price, will 
result in more dollars of profit. 
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BICYCLES 


ARE 


HRISTMAS 







AS USUAL— 
MORE OF 
THEM 
WILL BE 
EQUIPPED 
WITH 


Gillette 


TIRES 











Give your Christmas bicycles the added sales attraction of 
Gillette tires. They provide a smart, distinctive look, added 
riding comfort, extra wear— greater satisfaction. This cus- 
tomer satisfaction is added profit for you, because it builds 
business, through repeat sales. That is the secret of Gillette’s 
continued leadership in bicycle tires. 


In the Gillette line, there is a tire to suit every rider— 
big, rugged tires —deep-cut tread designs that provide non- 
skid qualities with maximum wear—a tough carcass with 
plenty of live rubber—clincher and straight-side types—and 
the New Wire Edge Balloon Tire for light weight equipment. 


Write today for details of our dealer program. 
Specify Gillettes when ordering bicycles. 


GILLETTE RUBBER COMPANY 
Eau Claire, Wisconsin 


Chicago @ Kansas City ¢ Minneapolis « Philadelphia 
W. J. Surre, 811 Liberty Street, Erie, Pa. 






27x1.50 New 
Gillette Wire- 
Edge Balloon 
















26 x 2.125 26 x 2.125 26 x 2.125 
Gillette Ribbed Gillette Center Gillette Heavy- 
Tread Balloon Traction Balloon Duty Balloon 
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HOLD 





Don’t let them walk out empty 
handed . . . those customers who 
come in to buy, but go out dis- 
appointed, to seek better value 
in your competitor’s store. 


Hold them with Chicago Locks 
- - « Value they can see and 
understand ... the ACE PAD- 
LOCK for the “top notchers” 
who always buy the best .. . 
and the famous “double bitted’”’ 
Chicago Padlocks for the regu- 
lar trade looking for better 
value at standard prices. 


* * * Sectional View above shows 
No. 751 Ace Padlock with its 
7 Pin Tumbler Cylinder. Note 


New Rotary -Cam-and -Sliding- 
Bolt action that positively grips 
both ends of shackle, automati- 
cally, as lock is closed. Cannot 


a LOCK.CO, 
B CHICAGO, ILL-B 
“MADE IN U. SAE 


No. 740 Actual Size 


Keys Illustrated 2 Actual Size 


ACE TUBULAR KEYS for round keyhole. 


Above: 


Fraudulent duplication practically impossible. 


Key Changes. 


Below: DOUBLE BITTED KEYS. 
thousands of extra key changes. 


not enter our double bitted locks. 


We manufacture a complete line of pad- 
locks in sizes to meet every need. Write for 
illustrated circular and confidential dealer 


discounts, Now! 


2024 N. RACINE AVE. 


CUSTO 


1 3/32”x1%". 





Milled groove affords 
Uncut blanks will 












No. 751 Actual Size 


be forced by shimming, prying 
or hammering. Hardened shackle 
%4” diameter. Solid white metal 
case 1%x19/16”, grey wrinkle 
finish. Made in one piece without 
seams or rivets. Entire lock cyl- 
inder easily removed and replaced 
when unlocked. A larger size is 
also available. 


***Tilustration at left is our 
No. 740, a small serviceable pad- 
lock furnished with double bitted 
lock plug. Construction and me- 
chanical features similar to No. 
751. Self locking shackle 3/16” 
diameter. Size case 
Solid 
white metal, grey 
wrinkle finish. Two 
larger sizes also 
available. 





5,000 





Keys illustrated 
Yo actual size 


CHICAGO 





Calendar of Coming Hardware Conventions and Events 


California Retail Hardware Asso- 
ciation, 36th annual convention and 
exhibition, Hotel Whitcomb, San 
Francisco, Cal., golf meet and skeet 
shoot, February 14. Convention ses- 
sions: February 15 to 17 inclusive, 
1937. LeRoy Smith, secretary, Room 
237, 417 Market St., San Francisco. 

Southern California Retail Hard- 
ware Association, 16th annual con- 
vention and exhibit tentatively sched- 
uled for Ambassador Hotel Audi- 
torium, Los Angeles, Cal., February 
23 to 25 inclusive, 1937. J. V. Guil- 
foyle, managing director, 1126 Rives- 
Strong Bldg., Los Angeles. 

Connecticut Hardware Association, 
annual convention, Hotel Elton, Wa- 
terbury, Conn., March 3 and 4, 1937. 
Charles F. Freeman, secretary, Bran- 
ford, Conn. 

Illinois Retail Hardware Associa- 
tion, 40th annual convention and ex- 
hibit, Peoria, Ill., Feb. 2 and 4, in- 
clusive, 1937. Sessions and exhibit 
Peoria State Armory. C. G. Gilbert, 
managing director, 1155 Merchan- 
dise Mart, Chicago, Il. 

Iowa Retail Hardware Associa- 
tion, 39th annual convention and 
house furnishings show, Feb. 9-12, 
inclusive, 1937, Des Moines, Iowa. 
Headquarters: Savery Hotel. Exhi- 
bition: Coliseum Bldg. Philip R. 
Jacobson, secretary-treasurer, Mason 
City, Iowa. 

Indiana Retail Hardware Associa- 
tion, 38th annual convention and ex- 
hibit, Indianapolis, Ind., Jan. 26 to 
29, 1937. Headquarters: Lincoln 
Hotel. Sessions and exhibit: Murat 
Temple. G. F. Sheely, managing di- 
rector, 130 E. Washington Bldg., In- 
dianapolis. 

Kentucky Hardware and Imple- 
ment Association, annual convention 
and exhibit, Seelbach Hotel, Louis- 
ville, Ky., Jan. 19 to 21 inclusive, 
1937. J. M. Stone, secretary, Room 
1009, Seelbach Hotel, Louisville. 

Michigan Retail Hardware Asso- 
ciation, annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition: 
Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 

Missouri Retail Hardware Asso- 
ciation, annual convention and ex- 
hibition, Jefferson Hotel, St. Louis, 
Mo., Feb. 16 to 18 inclusive, 1937. 
Peyton C. Clark, secretary, 2861 
Gravois Ave., St. Louis. 

Minnesota Retail Hardware Asso- 
ciation, 4lst annual convention and 
exhibit, St. Paul, Minn., Feb. 23 to 
26 inclusive, 1937. Headquarters: 
Lowry Hotel. Sessions and exhibit: 
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St. Paul Auditorium. C. J. Chris- 
topher, manager, Nicollet at 24th 
St., Minneapolis. 

Mountain States Hardware and 
Implement Association, 35th annual 
convention, Cosmopolitan Hotel, 
Denver, Colo., Jan. 18 to 20 in- 
clusive, 1937. John T. Bartlett, sec- 
retary, 637 Pine St., Boulder, Colo. 

Nebraska Retail Hardware Asso- 
ciation, 36th annual convention and 
exposition, Omaha, Neb., Feb. 2 to 4, 
inclusive, 1937. Exposition: Omaha 
Municipal Auditorium. Headquar- 
ters: Paxton Hotel. Edward C. 
Hermanson, secretary, 325 Insurance 
Bldg., Lincoln, Neb. 

New England Hardware Dealers 
Association, 44th annual convention 
and exhibition, Hotel Statler, Bos- 
ton, Mass., March 10 to 12 inclusive. 
1937. Guy C. Small, secretary, Room 
225, 140 Federal St., Boston. 

New York Retail Hardware Asso- 
ciation, annual convention and expo- 
sition, Rochester, N. Y., Feb. 9 to 11, 
inclusive, 1937. Exposition: Na- 
tional Guard Armory, E. Main St. 
Headquarters: Hotel Seneca. John 
B. Foley, secretary, Hills Bldg., Syr- 
acuse, N. Y. 

North Dakota Retail Hardware 
Association, 4lst annual convention 
and exhibit, Armory, Minot, N. D., 
February 16 to 18 inclusive, 1937. 
Louise J. Thompson, secretary, 21 
Clifford Bldg., Grand Forks, N. D. 

Ohio Hardware Association, 43rd 
annual convention and exhibition, 
Columbus, Ohio, Feb. 16 to 19, in- 
clusive, 1937. Headquarters: Desh- 
ler-Wallick Hotel. Exhibition: Col- 
umbus Auditorium. John B. Con- 
klin, secretary, 175 S. High St., 
Columbus. ' 

Oklahoma Hardware and Imple- 
ment Association, 34th annual con- 
vention and exhibit, Masonic Tem- 
ple, Oklahoma City, Okla., Feb. 2 to 
4, inclusive, 1937. Charles F. Nel- 
son, secretary, 301 Key Bldg., Okla- 
homa City. 

Pacific Northwest Hardware & Im- 
plement Association, 32nd Annual 
Convention and Exhibition, Spokane, 
Wash., Feb. 8 or 9 to 11, inclusive, 
1937. Headquarters: Davenport 
Hotel. Exhibition and business ses- 
sions: Armory. Dale Strong, secre- 
tary, 523 Realty Bldg., Spokane, 
Wash. 

Panhandle Hardware and Imple- 
ment Association, 28th annual con- 
vention, Herring Hotel, Amarillo, 
Texas, February 8 and 9, 1937. 
C. L. Thompson, secretary, Canyon, 
Texas. 

The Pennsylvania & Atlantic Sea- 


board Hardware Association, Inc., 
Annual Convention and Exhibition, 
Pittsburgh, Pa., Feb. 22 to 26, inclu- 
sive, 1937. Headquarters, business 
sessions and exhibition William 
Penn Hotel. W. Glenn Pearce, man- 
aging director, 400 N. Broad St., 
Philadelphia, Pa. 

Southern Hardware Jobbers’ As- 
sociation, 47th annual convention 
jointly held with American Hard- 
ware Manufacturers’ Association, 
74th semi-annual convention, Hotel 
Roosevelt, New Orleans, La., April 
19 to 22 inclusive, 1937. Secretary 
Manufacturers’ Assn.: Chas. F. 
Rockwell, 342 Madison Ave., New 
York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 

Southeastern Retail Hardware and 
Implement Association, 23rd annual 
convention and exposition, City 
Auditorium, Atlanta, Ga., Feb. 9 to 
11, inclusive, 1937. H. M. Simmons, 
secretary, 922 Atlanta National Bank 
Bldg., Atlanta. 

Texas Hardware and Implement 
Association, 39th annual convention 
and exhibit, Baker Hotel, Dallas, 
Tex., Jan. 26 to 28, inclusive, 1937. 
Dan C. Scoates, secretary, College 
Station, Tex. 

Virginia Retail Hardware Associa- 
tion, annual convention, John Mar- 
shall Hotel, Richmond, Va., Feb. 16 
and 17, 1937. R. A. Frayser, acting 
secretary, 602 East Broad St., Rich- 
mond. 

South Dakota Retail Hardware As- 
sociation, annual convention, Sioux 
Falls, S. D., Jan. 19-21, 1937. Head- 
quarters: Sioux Falls Coliseum. C. 
J. Christopher, manager-treasurer, 
Nicollet and Twenty-fourth St., Min- 
neapolis, Minn. 

The Western Retail Implement & 
Hardware Association, Forty-eighth 
Annual Convention and Exhibition, 
Kansas City, Mo., Jan. 19-21, inclu- 
sive, 1937. Sessions and exposition: 
New Municipal Auditorium. Her- 
bert J. Hodge, secretary-treasurer. 
Abilene, Kan. , 

Wisconsin Retail Hardware Asso- 
ciation, forty-first annual conven- 
tion and exhibit, Auditorium, Mil- 
waukee, Wis., Feb. 2 to 5, inclusive, 
1937. George W. Kornely, exhibit 
manager, 3374 N. Green Bay Ave., 
Milwaukee. H. A. Lewis, executive 
secretary, Stevens Point, Wis. 

West Virginia Hardware associa- 
tion, annual convention, Fairmont 
Hotel, Fairmont, W. Va., February 
1l and 12, 1937. H. B. Clower, sec- 
retary, Box 127, Oak Hill, W. Va. 
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——EDLUND CO. OFFERS 


A CAN OPENER DEAL 
WITH A HOLIDAY PROFIT PUNCH 


Free! 


$1.50 Value Sample 
and this smart display! 





With better times and a good Christmas busi- 
ness in prospect, it’s time to sell more QUAL- 
ITY can openers. As a practical gift for the 
home, feature the EDLUND Can Opener No. 4 
and step up your holiday profits. 

Here is a timely deal that will start you off 


ahead of the game in stimulating sales of finer 
can openers. Your jobber knows about it. Ask 


EDLUND an 
Household Can 


Opener No. 4 THE DEAL 














is made in both ta- Order from your jobber six Edlund No. 4 Can Openers at 
ble attached and dealer price of $1.00 each. With this $6.00 order you 
wall-attached styles. ane eae 

Specify 4-W for wall One extra No. 4 Can Opener for demonstration 


(Retail value $1.50) 


n for bs ‘ : 
and 4-T for table One eye-catching counter display. 





RETAILS Quantity of demonstration cans. 
There is nothing finer than the Edlund No. 4 Can Opener. 
Its superior quality makes it a valued gift. This deal will 
$1 50 click. Write your jobber for it today! 








emonstration 


EDLUND CO. BURLINGTON, VT. 

















Display Your Ice Skates NOW! 


None will attract skaters quicker than Union Hardware. There’s 


strength and beauty and “Skate appeal” in every pair. Easy to sell, Model of Nos. 1624, 1624¥%5, 1724%5. 
because they have “Made good” for over 75 years — practically Men’s Screw Clamp Skates. 


everybody knows Union Hardware Ice Skates. 





The attractive new models are constructed with fine quality steel 
runners, beautifully polished with an edge that is ground sharp and 





will stay so. There are Hockey, Clamp and Figure Skates In pat- - Wo. 94. ° “Screw-to-the-Boot” Figure 
terns and at prices to suit all classes. Skates that will sell as soon Skates. Continental pattern, with Saw 

; : Tooth Toe. Also No. 96, similar to No. 
as shown to men, ladies, boys and girls, and return a real profit to 4. camet ‘Yes tes om detache - 
every dealer. from front of runner. 


Catalog No. 35 illustrates and describes the complete line. Every 
jobber and Retailer should have a copy. It makes ordering an easy 
matter. Send for your copy now, before the supply is exhausted. 










Please Order HARDWARE COMPANY Nationally LS Fae 
From i t " a oad aW Known For Model of No. 5124. 
Your Jobber adel-1-T1 eich: ON. c ONN. Over 75 Years Ladies’ Screw Clamp Skates. 


NEW YORK OFFICE 151 CHAMBERS STREET 





No. 1562. New Tubular Hockey Skates No. 07. “Screw-to-the-Boot.” Model of Nos. 5624, 5624, 5724. 
with Clamps. Satin Nickel Finish. Hockey Skates with Relieved Runners. Ladies’ Screw Clamp Skates. 
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The “Who Makes It’ Issue 
Reaches the Trade 


Indispensable 


Perto Ampoy, N. J.—We find 
this publication an indispensable 
item on our desk, and feel that 
every hardware dealer should have 
a copy of it in his possession. 

Wituam Battey, 
Perth Amboy Hardware Co. 


Very Helpful 
Reapinc, Pa.—This directory is 
very helpful in many instances and 
we wish to take this opportunity of 
thanking you for it. 
Leon A. MarKLeEy, 
Stichter Hardware Co., Inc. 


A Service to Jobbers 


LANCASTER, Pa.—We are pleased 
to acknowledge receipt of Harp- 
warE Ace “Who Makes It?” Direc- 
tory, for which we wish to thank 
you. 

We wish to state that we find 
this to be of great value in our 
Purchasing Department, and have 
occasion to refer to it very fre- 
quently. 

We commend you very highly for 
the service you are extending to the 


jobber. 





C. H. Brix, Secretary, 
Herr & Company. 


No Can Do! 


Lancaster, On10—How could we 
improve? We cannot. 
F. G. HoLianp, 
Secretary-Treasurer, 
Martens-Winter Hdwe. Co. 


Up-to-Date 


BirMincHAM, ALa.—I have gone 
through it and find it very up-to- 
date, and quite a bit of assistance 
to our buyers. 

I know of no criticism that we 
could offer, and appreciate the in- 
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formation contained very much in- 


deed. 
W. A. SHEPARD, 
Manager of Sales, 
Long-Lewis Hardware Company. 





It Was Waiting for Him 


MinnEAPOLIS, Minn.—Have been 
away. Since coming home I have 
looked over and read from recent 
edition of “Who Makes It?” It 
certainly is a very valuable book. 
Just today I had request from two 
customers asking about some fenc- 


i BS 


ing, and was able to show them in 
your book description and cuts of 
just what they needed. I believe I 
will be able to use it often and 
get much valuable information. 
Geo. W. StRICKER, 
Janney-Semple-Hill & Co. 


Thanks Accepted 
With Thanks 


Lirtte Rocx, Ark.—The Harp- 
warRE Ace “Who Makes It?” is 
certainly a “masterpiece”. I received 
this about a week ago, and am sur- 
prised at its completeness. It is 
the only one of similar books that 
I keep within reaching distance of 
my desk, as I refer to it many times 
each week. You are certainly to be 
congratulated upon the excellent 
manner in which this book has been 
compiled. Please accept my thanks 
for it. 

Rosert H. Baker, 
V. P. & Mdse. Mgr., 
Fones Brothers Hardware Co. 





Could Not Dispense With It 


Wasuincton, D. C.—If I have not 
already gone on record, please let 
me advise that we consider “Who 
Makes It?” a very valuable office 
accessory. In our Buying Depart- 
ment we could not dispense with it 
without a considerable amount of 
cost in time and trobule. 

Outside of our Buying Depart- 
ment clerks use this as a ready 
reference and address directory, 
where it is proving of invaluable 
help. 

Leo C. May, Vice President, 
May Hardware Co. 


Frequent Use 


Newton, N. J.—We certainly ap- 
preciate this Directory, as we have 
very frequent occasions to use it 
and find it very helpful. 

H. J. Woopwarp, Treasurer. 

Wm. H. Woodward Hardware Co. 





Appreciated 


Wittoucusy, On1o—Always use- 
ful and appreciated in our business. 
Wittovcusy Harpware Co. 





H.A. a Real Benefit 


PittspurcH, Pa.— Replying to 
your letter, regarding our reaction 
on Harpware AcE Annual Merchan- 
dise or “Who Makes It?” Directory 
Issue, we feel as though we cannot 
say enough for it. 

In fact, anything that has been 
connected with Harpware AcE al- 
ways has been of benefit to us. 

Trusting this finds you well and 
happy, I remain, 

H. Mayserry, Manager, 
Graff Brothers, Inc. 
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The same high quality 
standard of T R & S 


Rivets we have main- 





tained thru the years holds just as true 
today as always. Careful craftsmanship, 
long engineering experience, modern 
equipment—these factors guarantee the 
continuous, unfailing service of our prod- 
ucts. Every T R & S Rivet is guaranteed 
perfect, is accurately drilled—drives 
easily, clinches smoothly and is not 


brittle. Remember when you sell TR &S 


Rivets you're selling the best! 








TUBULAR RIVET & STUD COMPANY 
BOSTON, MASS. | 


The largest factory in the R S 
world devoted to the man- 

ufacture of Tubular and 

Clinch Rivets. O 
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The ILCO Night Latch “goes modern.” And 
why not? Night Latches are in sight all the time. 
They should be handsome as well as secure and 


aad dependable. 


ILCO Night Latch No. 222 is the newest thing in 
night latches: modern in appearance, extra strong and 


It has an improved type strike, designed for easy 


mounting without cutting into the door jamb. The latch 
is furnished with 5 pin tumbler cylinder, including 3 


milled nickel silver keys. 


THE 








I1C0 


SYMBOL OF SUPREME 
LOCK PROTECTION 


. .. when you keep IL- 
CO NIGHT LATCH- 
ES in sight. People need 
to be reminded. Nearly 
every home is a pros- 
pect. Why? Because 
most front doors have a 
cylinder lock, but most 
back doors have an or- 
dinary mortise lock, and 
need a night latch for 
added security! 

Get your share of this 
business with ILCO, “The 


Symbol of Supreme Lock 
Protection.” 


Write for full informa- 
tion regarding this new 
ILCO Night Latch Display 
No. 8rMT. 













ILCO KEY 
BLANKS 


See us first. We 
maintain ahi ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 





INDEPENDENT 


LOCK COMPANY 


Fitchburg, Mass. 


Branches in all Principal Cities 
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— but it takes years of dependability, integrity and better 
performance to make the “name” mean something of value. 


About twenty years ago, the first Briggs & Stratton 4-cycle 
gasoline motor was born and the fact that it was called a 
“Briggs & Stratton” motor meant little. 


Since then, % million of these small motors have been built for 
use on farm washing machines, garden tractors, lawn mowers, 
pumps and various other kinds of small equipment. Through 
the years, these motors have earned the enviable reputation of 
being the finest small motors built because of their depend- 
able, economical and trouble-free service, everywhere, under 
all conditions. 


Today, the name “Briggs & Stratton” represents a definite 
value to the dealer selling gasoline powered products. Equip- 
ment powered by a Briggs & Stratton motor has a more ready 
sale and quicker turnover than similar equipment powered 
by a motor that has yet to make its “name” mean something. 


Check over the lines you are selling today . . . Insure better 
profits by insisting that they all be powered by Briggs & 
Stratton motors. 

Word of mouth advertising by the hundreds of thousands satified 

users of Briggs & Stratton 4-cycle motors and 13,000,000 regular 


messages to America’s farm homes, appearing in leading farm papers, 
help make Briggs & Stratton powered equipment easier to sell. 











The Power-Charger. 
Charges batteries for 
full time radio, electric 
lights and gasoline 
motor power for 
small equipment 


for only a few cents a 
day. 6-volt 200 watt gen- 
erator electric starting. 
More exclusive features 
than any other battery 
charger. 


The Washer Motor. Used by General Utility Motors. Thou- 


practically all leading farm sands in use everywhere on 
washing machine manufactur- lawn mowers, garden tractors 
ers. Famous for its easy start- — on small ——— of all 
ing, simplicity of operation kinds. Sturdy — compact 


and trouble-free service. — always dependable, 
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Consumer Catalogs 
Help Build Firm 


(Continued from page 47) 


some of the branch stores to such 
departments. 

A considerable portion of the 
firm’s volume continues to be de- 
rived from the catalog, and more 
than 300,000 of the most recent 
edition were distributed. This 
latest issue has 130 pages, and 
its size is 814 in. wide x 114% 
in. high. It has been found that 
the catalogs make it easy for 
customers to compare prices, and 
to figure their wants and needs 
during their evenings or leisure 
hours at home. The firm’s adver- 
tising frequently stresses that: 
“Our catalog prices are our store 
prices.” 

To supplement the catalogs the 
firm is a large and consistent user 
of newspaper space. During a 
sizable promotion last July a spe- 
cial section of several pages was 
used in Columbus papers, and 
more than 300,000 extra sections 
were also distributed in the com- 
pany’s territory. Based on the 
values offered in this sales event 
and on the promotional efforts 
that were used in connection, the 
company had budgeted for a very 
substantial sales increase over the 
same month of last year. The esti- 
mate proved to be so accurate 
that it came to within less than 
two per cent of being a “bull’s- 
eye.” 

Although the firm is now with- 
out the service of its two foun- 
ders, Mr. Fearn and Mr. Cussins, 
the first deceased and the latter 
inactive, it is operated by a group 
of men who have been practically 
raised with the organization. C. 
J. Penfield, president and gen- 
eral manager, has been its active 
operating head for more than 
twenty years. B. L. West, vice- 
president and treasurer, has been 
active for twenty-nine years, and 
has devoted most of that period 
to building the catalog that has 
been so productive. B. A. Dur- 
rant, secretary and branch store 
operating manager, has been as- 
sociated with the company for 
more than eighteen years. The 
merchandise men, headed by R. 


F. Wunderlich and Charles H. 
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Cantwell, have had lengthy ex- 
perience in the business, although 
most of them are fairly young. 

When the branch stores were 
established the personnel director 
in selecting men to operate the 
branches decided to place more 
emphasis on the type and char- 
acter of the man as a good citi- 
zen and a loyal worker rather 
than on merchandising experi- 
ence. This decision was made 
with the thought that knowledge 
of the business could be acquired, 
whereas character and loyalty are 
inbred. Numbers and symbols 
used to identify the items fea- 
tured in the catalog also serve 
to denote the exact location of 
items in each store, as stock in 
all stores is uniformly arranged. 
This makes it possible for a new 
salesman to promptly find any 
article carried. 

This policy of selecting the 
sales staffs for branch stores has 
shown excellent results, since 
there has been very little labor 
turnover, and now as general bus- 
iness conditions are improving, 
all stores are showing a much 
larger increase than the general 
retail average. When inexperi- 
enced men are employed under 
the policy described, the company 
makes it a point to be of definite 
assistance in enabling them to ac- 
quire a specialized knowledge of 
the business. 


Consumer's Co-ops 
(Continued from page 42) 


toys and electrical appliances as 
well as other lines. 

Other co-ops may go into some 
of these fields, but until now they 
have for the most part preferred 
rapid-turnover low-unit-cost gen- 
eral-demand items which could be 
handled with a relatively small in- 
vestment, and have avoided slow 
turnover lines in which the unit 
cost was high or in which the 
“style” or “yearly model” element 
was present. In the first stages of 
any new co-op this situation is 
likely to continue, so that certain 
hardware lines—such as ranges, 
radios, refrigerators, washers and 
the larger electrical appliances— 
will probably be free from strong 
co-op competition for some time. 

(Continued on page 80) 
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gain CROSS 
LEADS 4c 


































improved case 


Just as CROSS pioneered the produc- 
tion of uniformly perfect tacks, com- 
pletely sterilized, CROSS now leads 


with an improved case. 


This case, with its dustproof 
hinged INNER COVER, keeps the 


working stocks of your customers clean and free from dirt and dust. 


CROSS Sterilized TACKS are made to give your customers prof- 
itable results . . . they’re made right and they’re packed right, too. 


And remember, it pays to keep a full line of CROSS Sterilized 
TACKS in the distinctive red and black and white packages on 


your counter. 


UPHOLSTERERS * CARPET * CARPET LAYING * COPPER 
WEBBING °* GIMP * HIDE * LACE * WIRE CLOTH STAPLES 
BILL POSTERS * DOUBLE POINTED * CLOUT NAILS 


al! 
O K. if theyre 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


W.W.CROSS & CO.INC. EAST JAFFREY, N.H. 
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STOCK 
ROUND DIES 


STEADY 
PROFITS 


NR 
7 


Round dies are a “natural” in the 
hardware business. They’re a must 
in every machine shop and automo- 
bile repair place. And, with home 


workshops growing in popularity, a 


new market is opened. 


Available in all standard sizes, 
“Greenfield” adjustable Round Split 
Dies are designed for use in both 
hand stocks and machine holders. 
And the “Greenfield” quality assures 
satisfied customers—repeat business 
for the dealer. 


The big home workshop season is 
just ahead. Don’t fail to have an 
ample supply on hand—and don’t 
fail to push it. 


Ask your jobber for details or write 
direct to— 


GREENFIELD TAP & 


DIE CORPORATION 
Greenfield, Massachusetts 


DETROIT PLANT: 2102 WEST FORT ST. 
WAREHOUSES IN NEW YORK AND CHICAGO 


In Canada: Greenfield Tap & Die Corporation 
of Canada, Ltd., Galt, Ont. 


GREENFIELD 








It is true also that co-ops have 
tended to use unskilled sales help 
and are opposed to the selling cost 
of salesmen specializing in the 
promotion of a limited line, such 
as radios or refrigerators—an- 
other reason why these specialty 
lines may be the last to meet co-op 
competition on any general scale. 
(Incidental mention might be 
made of the possibility that the 
REA, having started rural high 
line expansion, may serve as an 
excuse for cooperative buying, 
with Government financing, of 
electric refrigerators, radios, sepa- 
rators, milking machines, motors 
and other farm electric appli- 
ances. ) 

Against this tendency may be set 
that of co-ops to go into fields 
where profits are high and mar- 
gins long. It is probable that co- 
ops will first invade these few 
hardware lines and leave undis- 
turbed for a time at least the lines 
which are difficult to service with- 
out skill and experience, which re- 
quire judgment in buying and in 
selling, and which have slow 
turnover and low profits but are 
essential service items in a true 
hardware store. 

Before co-ops reach this stage of 
invasion, the hardware industry 
should have done everything possi- 
ble, through legitimate contacts 
with Congressmen, Senators and 
other public officials, to insist that 
any Government aid to coopera- 
tives must in fairness be made 
available on exactly the same 
terms and under the same condi- 
tions to all other types of business 
enterprise. 

Having done this, if and when 
co-ops do invade this field, the 
hardware man can mostly “take 
it and like it” so far as putting 
up any direct, bitter and out- 
spoken opposition is concerned. 

For outright opposition has 
never seemed to check the co-op 
movement, but only to advertise it 
and make converts for it. There 
seems no sound ground for calling 
the movement un-American or 
communistic—it is no more com- 
munistic for twenty-five or one 
hundred or one thousand persons 
to own a store than it is for five 
persons to’own a store. Price-cut- 
ting, at least after the co-op is be- 
ing organized or has been formed, 
merely plays into the hands of co- 





ops—when “old line” oil compa- 
nies cut gasoline prices below cost 
in Minnesota in the early co-op 
days, the co-ops merely slashed 
their overhead by closing their sta- 
tions and then shouted: “Look, we 
made these robbers cut prices. 
exactly what we have been work- 
ing for; see what we have saved 
the consumer!” When the “old 
line” companies raised prices to 
a profit-making level, the co-ops 
reopened their stations. 

For just this reason, there seems 
a certain amount of danger in the 
Federal and state price-regulating 
legislation now being proposed. 
Whenever prices are set at too high 
a level, and even when they may 
be reasonable, the co-ops will 
shout: “See how ‘old line’ compa- 
nies peg nationally advertised 
products at artificially high prices! 
Buy Co-Op brand merchandise and 
break monopoly!” 

Although the consumers divi- 
sion of the National Emergency 
Council made this comment in an- 
other connection, it is pertinent on 
all phases of price regulation and 
too profitable prices: “Coopera- 
tives . . . usually have developed 
where there is a real opportunity 
for saving, rather than where con- 
sumers are already being efficient- 
ly supplied with things they need. 
At times, they have been a sign of 
protest against continued high 
prices. In situations where busi- 
ness methods are wasteful or re- 
tail expenses high, people may 
look to cooperation for a chance 
to save.” 

Business in general might well 
protect itself by heeding this ad- 
vice and by holding margins down 
to very reasonable levels. It is true 
that margins may now seem rea- 
sonable to the business man, and 
they may actually be reasonable, 
but if these markups even seem un- 
reasonable to the co-ops they may 
be an invitation to invade the hard- 
ware field. Here it is the “appear- 
ance of evil” which causes dif- 
ficulty. When electric bulb prices 
dropped 20 to 25 per cent in a 
sharp cut last spring, many a lay- 
man thought to himself, naively 
but convincingly, without know- 
ing the mass production reasons 
behind the change: “If they can 
lower prices that much at one 
jump and still make money, they 
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Rothfast 


THE BICYCLE WITH THE 
AUTOMOBILE FINISH 


the enamel 


Pride of possession on the part of a bicycle or automobile owner 
depends mostly on continued fine appearance or finish of the ve- 
hicle. That is why ROLLFAST Bicycles, distributed by the D. P. 
HARRIS HDW. & MFG. CO., INC. are BONDERIZED. BONDERIZ- 
ING is vital to FINISH PERMANENCE. ROLLFAST Bicycles, Veloci- 
pedes and Playcycles are Vichrome enameled over a BONDER- 
IZED base, previously sand-blasted. This BONDERIZING feature 
is the same finish protection that is applied to more than 60% 
of American made automobiles. It holds the finish, prevents chip- 
ping and stops the spread of rust. 


PARKER RUST-PROOF COMPANY 


Detroit, Michigan 


2209 East Milwaukee Avenue 


‘2uSt. 8 200f | N Gf 


processes 


PEGE © PARKERIZING 
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“You cannot treat your cus- 


tomers any better than to sell 






them Eagle Wood Screws. 
Nor can you treat yourself any 
better from the satisfaction 
giving and profit standpoint. 
All Styles . . All Sizes. . 
Prompt Shipments. 


The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets Cabinet Locks 


Wood Screws 
Stove Bolts 
Machine Screws 

encral Sales 


26 Warren Street: Bok co York 


Branch Offices: 














EAGLE 


521 Commerce St. 177-179 N. Franklin St. 114 Bedford St. 


Philadelphia, Pa. Chicago, Ill. 
Works at Terryville, Conn. 


Boston, Mass. 
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STORMPROOF 
ROOFING 


flor 





Tue latest addition to the Bethle- 
hem group of quality roofing sheets, 
Bethlehem Stormproof Roofing, is 
absolutely rain and wind proof. Its 
improved twin-air-chamber con- 
struction eliminates water creepage 
at the laps from syphoning or capil- 
lary attraction and at the same time 
provides great rigidity and an excel- 
lent nailing surface. 

These three points of superiority in 
Stormproof construction are pointed 
out on the diagram above. 


1. Twin air chambers check and diain off all 
water sucked into the seam by capillary 
attraction, regardless of whether it works 
its way up from the lap or enters from 
above at a loose nail. 


wv 


. The firm, ample nailing surface afforded by 
the central corrugation makes it a roofing 
that is easily and economically laid. 


. The large steep-pitched central corruga- 
tion, braced on both sides by the smaller 
corrugations, gives great rigidity. Sticks or 
strips are unnecessary in laying Storm- 


proof Roofing. 


os) 


Bethlehem Stormproof Roofing is at- 
tractive in appearance, is suitable for 
any type of structure and it is 
equally well adapted for use as siding. 

Easy to apply, adapted to a wide” 
range of uses, Bethlehem Storm- 
proof Roofing is opening a broad 
highway to greater roofing sales for 
dealers everywhere. Ask your jobber 
for full information about Bethle- 
hem Stormproof Roofing. 


Bethlehem Steel 
Pee Company 


General Offices: Bethlehem, Pa. 





must have been robbing us be- 
fore.” 

As always, the live wide-awake 
business man will be his own best 
protection. He will get quick turn- 
over with a relatively low mark- 
up; he will maintain the proper 
stock, buying or manufacturing 
with skill and good judgment; 
and, as a good merchandiser, he 
will sell himself and his business 
to his customers so that he will 
keep their good will. 

This plan of “selling business to 
the public” is a policy which in- 
dustry in the present situation 
might well pursue vigorously. For 
business, public servant though it 
has been for many a year, has 
never troubled to explain itself, its 
functions, its services and its ac- 
complishments, and accordingly 
thousands of Americans think of 
all business men as being of the 
same cloth as the “big bad busi- 
ness men” who for years have been 
targets for the indiscriminate at- 
tacks of the critics of our system. 

On the contrary, business has 
much to be proud of. In 1900 not 
one American family in a hundred 
owned a horse and buggy; in 1936 
three families out of four own 
automobiles. Almost any other 
field will show similar progress 
which the production and selling 
achievements of “old line” busi- 
ness have made possible. 

Business ought to come out of 
its shell and tell this story. Busi- 
ness men need not be ashamed of 
their work; on the contrary, a 
careful presentation of their 
achievements in raising the Amer- 
ican standard of living to its pres- 
ent level, the highest in the world, 
should constitute a most effective 
answer to the sales talks of the co- 
operative movement. These expla- 
nations can be presented by an 
industry as a whole, and also by 
individual firms, through their ad- 
vertising, through personal con- 
tacts, and in all other possible 
ways. (Splendid material may be 
obtained from the series of book- 
lets prepared by N. W. Ayer & 
Son, Inc., Philadelphia advertis- 
ing agency, to explain the achieve- 
ments of the American business 
system; they are available without 
cost for use in any way, with or 
without credit. ) 

As always, an ounce of preven- 
tion is worth a pound of cure, and 











Rechester Sash Balance Co., Ine. 


ROCHESTER ADJUSTABLE 
SASH BALANCES 

A product of Guar- 

anteed quality. Real 

profit in handling 

them. 


Write for prices. 


Rochester, N. Y. 








KEY BLANKS 


OF EVERY DESCRIPTION 


3 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, om. U.S.A. 











Horse & Mule 
Shoes 





Hand puddiled 
bar iron and 
iron rivets 


THE BURDEN IRON COMPANY 


Established. 1809 
TROY 



















STREL MORTAR HODS 
No dripping onto 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddle 
and handle, 
Edges are heavily 
— reinforced. The 
oy" x, fork is pressed 
ag from heavy gauge 
steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
E. 88th St. and Hamilton Ave. 





















* ® Cleveland, Ohio ea ee 
Retails 
For 18 Cents 


—at this low price Gardiner 
Repair-All (Acid-Core) Solder 
meets chain store competition 
and still allows a normal 


profit. 
This exceptionally high grade 
solder is packed in handy and 
attractive cans—10 cans in a 
+ display box. 

Jobbers everywhere can supply 
Sia with genuine Gardiner 


~~. = Campbell Ave., ——— A il. 





Sold Only Through Regular Hardware Trade Channels. 








Just one item in a com- 
plete line of WIRE 
GOODS for the HARD- 
WARE TRADE. 


SPECIFY 
HINDLEY WIRE GOODS 
WIRE SPECIALTIES 
BRIGHT WIRE GOODS 
COTTER PINS 
EYE BOLTS 


MFG. CO. 
HINDLEY VALLEY FALLS, R. I. 
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the time to tell the story of these 
achievements is right now, before 
co-ops get a better foothold 
through the public’s lack of 
knowledge of the real achieve- 
ments of our present system. 

Business must continually be on 
its toes, remembering that experts 
predict that the strenuous changes 
of the last fifty years will be noth- 
ing besides the still more rapid 
swings of the next fifty. Chain 
stores have shown most of their 
growth in the last twenty years but 
appear to have passed their top 
(last year independent _ stores 
showed better gains) —in the same 
way co-ops will climb, will come 
to a peak, and will then take their 
proper relative place in the Amer- 
ican system. At their strongest 
they will be a more or less firm 
check upon excesses in private 
business, and it seems certain that 
they will not become the dominant 
type of American enterprise. 

As Americans we still believe in 
initiative and opportunity for the 
individual, and in addition we 
tend to buy where the service is 
the best rather than where the 
penny savings are to be made. 
The American business man who 
adjusts his business methods to 
the needs of the times will per- 
haps lose some volume to the 
co-ops, but need not fear that they 
will push him entirely out of 
the business picture. 





Counter Display 








For Rogers Liquid Fish Glue. Printed 
in silver and brown, it is designed to 
occupy a minimum of space and offers 
a half pint and a quarter pint can to 
the purchaser. Available to all hard- 
ware retailers and is included in each 
Rogers Display offer, which contains the 
following quantities: 6 gills; 344 pints; 
3 pints, and 1% pints, for which the 
dealer’s cost is $3.90. The resale prices 
of these quantities total $6.35. Rogers 
Isinglass & Glue Co., Gloucester, Mass. 
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DAZEY LEADERSHIP 














Secon END DAZEY Is No 
CH RNATS how!" Martone 
‘GOT MINE! Accident 






HINK of it—practically 90 per cent of all family 

churns sold today by dealers are DAZEY 
CHURNS! Such amazing dominance doesn’t just 
happen. The most powerful and most compre- 
hensive of advertising or selling campaigns cannot 
force acceptance so nearly universal. Such ex- 
traordinary leadership in sales is possible only 
when equally outstanding leadership in quality has 
been steadfastly maintained for many, many years. 
That and that alone is the basic reason for the 



















Sold Only overwhelming predominance of 
Through DAZEY CHURNS — reason 
enough, too, why no dealer 

JOBBERS who sells churns can afford 
AND to be without a complete line 
of DAZEYS. And don’t for- 

DEALERS get that the extension of 


power lines into rural com- 
munities has created a wonder- 
ful opportunity for DAZEY 
ELECTRIC CHURNS, both to 
new users and for replace- 
ments. 


: he ‘isl 
ORDER FROM YOUR 
JOBBER . . . A SIZE 
FOR EVERY NEED 


2 Quarts to 10 Gallons Capacity. 
Hand or Electric Operation. 


DAZEY CHURN & MFG. CO., 


4301 Warne Avenue St. Louis Missouri 


The BEST 














STOCK THE WINDOW 
GLASS THAT’S 


Easier 


TO SELL 









WESELL WINDOW Blass 





SUPERIOR 


QUALITY ADHESIVE 


S 
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Pennuernon 


UILD up your window glass profits 
by selling Pennvernon. This glass, 
made by a special process, offers 
greater transparency, clearer vision, 
brilliant finish on both sides of the 
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SLIPKNOT 
FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 


CANTON, MASS 


sheet, permanent transmis- 
sion powers, and easier 
cleaning. And it costs your 
customers no more than ordi- 
nary window glass. It’s easier 
to sell. . . and assures satis- 
fied customers. Write for 
complete information. 


Print rire ‘cinss conrant \las 


Grant Building . Pittsburgh, Pa. 








Your Jobber Has It 


also 
SuipKNoT CEMENT-ON 


RUBBER SOLES 
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HIGH PRESSURE 


CARTRIDGE 2, & 


CALKINGGUN “% @ 


This Gun 
With Three Nozzles 
--and-- 

Four Filled Cartridges 


Shipped Express Collect for 


$7.40 


Pecora Calking Com pound is first 
choice of leading architects and build- 
ers. No material is more dependable, 
more satisfactory. The new type High 
Pressure Gun (patent applied for) is 
a great time and material saver. Car- 
tridges filled with approximately one 
quart of Pecora Calking Compound 
ean be placed in position for use in a 
few seconds. No fuss, no waste. Send 
in your order today. Special Bulletin 


on request. 
COLD 











MAKE THEM=mpe 
WEATHERTIGHT beet 
wits PECORA Mea 





Peecora Paint Company, Inc. 
Lawrence & Venango Sts., Phila., Pa. 
Established 1862 by Smith Bowen 
Member of Producers’ Council, Ine. 





Pecora Sash Putties and 
Pecora Perfect Patching Plaster 

















Paint Plan Works for Painter and Dealer 


(Continued from page 38) 


induce the public to hire them. 
Those listed are allowed a dis- 
count of painting materials, a 
moderate commission on paint 
business brought in. We sell them 
lead and oil very competitively 
and brushes are furnished them 
at our cost. Unusual brushes and 
tools and painting supplies used 
only by painters are carried. We 
find that pleases them and draws 
them here. 

We are glad to furnish any of 
these painters all the materials 
for any job and take pay, with 
them, when the job is done. We 
have had no credit losses yet, on 
this class of business, although 
once in a while an acount is slow. 
We ask painters’ advice and re- 
fer customers’ problems to them. 
The term “master painter” is 
merited. These men, who make 
their living at painting, know 
more about it than anyone else. 

In preparing for the two big 
“painting bee” days, liberal ad- 
vertising space announcing the 
event was taken in the local paper 
and a special paint window was 
trimmed for the occasion. The 
joint offer of the painters’ asso- 
ciation and Couden was sent out 
two days ahead. The company 
whose line of paint we handle ex- 
clusively, cooperated with a ten 
foot sign (see page 38) supplied 
circulars for a special paint sale 
during the “bee” and made an 
allowance on the ,paint used on 
the building. The distributor of the 
line sent a competent paint man 
for the two days and made a fur- 
ther allowance on the paint for 
the building. 

To avoid professional tempera- 
ment, when the painters arrived, 
I appointed myself foreman and 
assigned work to them. The pres- 
ence of so many painters on the 
one job and the speed with which 
the building got painted attracted 
a lot of attention and some press 
comment —all fine advertising. 
One of the distributor’s represen- 
tatives mingled with the on- 
lookers, explaining the merits of 
the paint and spent much time 
with each painter, selling him on 
the merits of the line. 

Twice daily, in the middle of 


each forenoon and afternoon, all 
the painters were called to the 
store basement, where cigars and 
light refreshments were served and 
a talk and demonstration given 
them by the distributor’s represen- 
tative on one or two items of the 
line. Each painter was required 
to apply the item under discus- 
sion and to offer comment. Dur- 
ing these clinics their hourly 
wages went right along. Result: 
perfect attention, perfect partici- 
pation, no hurried departures, no 
suddenly remembered engage- 
ments elsewhere. 

If you want to stage a painters’ 
meeting that will make you tingle 
with its effectiveness, pay them 
liberally in cash, at an above-the- 
schedule per-hour rate for their 
time at the meeting, present each 
with a good brush, be liberal with 
refreshments and cordiality, really 
have something to say and to 
show, require each to apply the ar- 
ticle and to discuss it, ask them 
questions, invite questions, and 
above all treat them as gentlemen 
and guests. 

Another idea in connection with 
a painting bee such as this is to 
plan in advance some _ inside 
painting work such as store inte- 
rior or equipment, or an apart- 
ment or office, thus being ready to 
shift the painters to it in case of 
rain. If your store is not large 
enough to stage a “bee,” arrange 
to paint some prominent business 
building or residence and stage 
the “bee” there. 

The announcement sign re- 
mained on the store for some time 
after the painting was completed 
and now when we sell a job we 
give a gallon free if the customer 
will permit it to be displayed for 
a week in front of his house while 
it is being painted. 

A word as to colors used on 
stores: Most are too conventional 
—too “samey.” There is adver- 
tising value in bright, unusual, 
not necessarily bizarre, color 
schemes. We selected light yel- 
low body, white trim, dark blue 
screen and window frames and, 
listen, white roof. Does it attract? 
Come to Manlius and see. 

The paint department, illus- 
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NO OLD STYLE 





IMPROVED STILLSON 
is a Strong, Safe Wrench 


The flat, exposed spring that might break 


and cut the user’s hand has been done 
away with in this Improved Stillson 
Wrench. 


springs are tucked away inside the 


In it, cone coil safety 


housing where there can be no 
harm if one does break. It is a 
rugged wrench that takes hold 
with a mighty grip. Jaws and 
handle of specially heat- 
treated tool steel and frame 
of new heat-treated alloy 
make it practically un- 


breakable. Ask your ” 
Jobber. 
THE 
RIDGE TOOL 
co. 


ELYRIA, OHIO 














Steel 
Handle 
6” to 48” 
a 


Wood 
Handle 
6” to 14” 
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The Atlas line is definitely a business-builder 











































COMPLETE LINE— 24,000 ITEMS 











TACK CORPORATION 


FAIRHAVEN, MASSACHUSETTS, U.S.A 








ATTRACTIVE FLAT-GLUED PACKAGES 








85 











There are a number of things about 
Greenlee Spiral Screw Drivers that 
make them easy to sell. Appearance, 
alone, is decidedly in their favor. They 
look well balanced, are nicely finished 
and, of outstanding importance, the 
customer sees at a glance that the 
spiral is fully enclosed at all times. 


After a Greenlee Spiral Screw Driver 
is purchased, these same features, plus 
others not so readily apparent, keep 
them sold. Their chromium finish 
keeps them looking right. Dust and 
dirt can’t get in, because of the en- 
closing sleeve, which also makes for 
efficient lubrication and makes it im- 
possible to pinch the fingers between 
the bit chuck and the body of the 
driver. They stand up, too, because 
every part is built to operate with a 
minimum of wear. 


You should know more about Greenlee 
Screw Drivers, because they make 
satisfied customers. And satisfied cus- 
tomers are your greatest sales asset. 


Write Today for Complete Informa- 
tion, Giving the Name of Your Jobber. 


GREENLEE TOOL CO. 


Rockford, Illinois 


1715 Columbia Ave 
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trated here, is up front, left, first 
eighteen feet of wall space. Notice 
that the sale of wall paper and 
floor coverings is tied in with the 
sale of paints. I find that each 
suggests and helps the sale of the 
other. To increase paint depart- 
ment traffic many items usually lo- 
cated elsewhere in a hardware 
store are stocked here. These in- 
clude waxes, glues, polishes for 
furniture, for metal, for stoves, for 
automobiles, soaps, household 
sprays, lubricants and many items 
of chemical merchandise. 

Each item in the paint depart- 
ment has a definite place, with 


metal price ticket holder and 
price ticket. Helps sell, saves 
time in selling, shows up “outs,” 
and makes easy the keeping of 
stock, reordering, and checking. 

The motto: “IT’S FUN TO 
PAINT,” is prominently dis- 
played at the top of the depart- 
ment and is the keynote of selling 
paint here. Thought of lengthy 
and laborious task is soft-ped- 
aled. Instead, a few brisk instruc- 
tions as to thinning and use, then 
playing up strong the fun and 
pleasure of painting, and the 
satisfaction and enjoyment of its 
use and beauty. 





Where There's a Smoker 


(Continued from page 50) 


the gun that broke down their 
sales resistance. 

Mr. Quorollo had attended a 
hardware convention accompanied 
by several friends with whom he 
hunts. They saw the gun display 
of numerous gun firms and spent 
the rest of the day picking them 
up and examining them while he 
attended the convention. It was 
the interest aroused by these ex- 
hibits that made him feel that 
such a display would be of inter- 
est to Independence sportsmen. 

Two hundred, brief but to the 
point invitations, were mailed. It 
was a picked crowd of men with 
a common interest in hunting that 
accepted and attended. Bankers, 
farmers, lawyers, doctors, mer- 
chants, and younger men not yet 
in business were drawn to the 
store by the same enthusiasm. 
Some had never been in the long 
established store. More than half 
the policemen on the local force 
and several county peace officers 
were also among those present. 

Had the attendance been larger, 
it would have been too large. 
Everybody wanted to get the feel 
of his favorite weapon and point 
it at imaginary game. 

In addition, on the afternoon 
of the event, an invitational ad 
was inserted in the local news- 
paper. This was addressed only 
to sportsmen, the management de- 
sired to draw a crowd from only 
among those intensely interested 
rather than the casual and the 
curious. 


The local newspaper of Inde- 
pendence also carried a news 
story featuring the smoker. 

Arrangements had been made 
with the Remington Arms Co., 
Bridgeport, Conn., and_ the 
Richards & Conover Hardware Co., 
wholesale, Kansas City, Mo., to 
bring out to the store all types of 
shotguns and rifles. The whole- 
sale firm also sent Joseph Batchel- 
ler, an expert in making duck 
calls, to demonstrate. 

The smoker was built around 
the special exhibit, which Charles 
S. Lockridge, representative of 
Remington, arranged. One of the 
large front windows of the store 
was also arranged with displays 
of hunters’ equipment, shot guns, 
duck calls, hunting apparel, etc. 
Large placards announced the 
affair. Mr. Lockridge demon- 
strated guns, showing 25 models. 
The men were permitted to pick 
up any model which they chose to 
inspect. He explained the new 
features of each gun and an- 
swered every question put to him. 
Muzzle velocities, sights, range 
trajectories, and breech mecha- 
nism were the talk of the evening. 
Shotguns, shown, included the new 
“over and under” double-barreled 
type and features emphasized were 
the selective ejector mechanism, 
which will eject only the shell 
that has been fired, leaving the 
other in the gun; the single trig- 
ger for double-barreled guns, tak- 
ing the place of the old two-trig- 


HARDWARE AGE 




















A Sensation Everywhere! 


USA|ITE “Ped Htead " 


SAFETY FLARE-LITE 


Its “RED” side flare pro- 
tects motorists, campers, 
hikers, everyone—every- 
where. 







PATENT 
PENDING 


The last word in all-purpose 
flashlights—in flashlight profits 


Practical, smartly designed — 
revolutionary in principle. Its 
powerful white beam lights up 
the dark spots. Its “RED” 
wide-spread lantern flare pro- 
tects you. Its new all-position 
bracket hanger enables light 
rays to be directed at any angle 
—leaves hands free. The eventual flashlight 
for everyone—everywhere. 

Safety Councils say—the last word in prac- 
tical safety devices. Heads of Police De- 
partments and Highway Commissioners are 
adding their word of approval. Popularly 


Suanan TEEO 
qupenseavice |) = yriced—retails $1.25 complete with Usalite 
extra duty batteries. Striking window 
streamers—colorful merchandising displays 
—FREE! 

Cash in on Newest and Best Flashlight of All! Order 
Promptly! Feature Prominently! Profit Immediately! 





UNITED STATES ELECTRIC MFG. CORP. 


222-228 West |4th Street, New York, N. Y. 
Chicago—323 W. Polk St. — San Francisco—335 5th St. 


INDUSTRIAL CUTLERY 


Made by 


HYDE 


PREFERRED BY LEADING INDUSTRIES 





HYDE CUTLERY for all trades 





super-HY DEX -STEEL 
PUTTY KNIVES 


and SCRAPERS 


Unquestionably 
the finest that 
skilled labor can 
produce 


All Styles 
All Sizes 


Individual Cellophane Wrapped 
Attractive Display Boxes 
















The most complete line of 
Paint and Paperhangers’ Tools Made 

















Pardon me for butting in: I’m looking 
for some additional lines to represent. 
Know where | can find any good 
ones? 














Certainly! You'll find many good 
accounts advertising under the 
heading of “Sales Representatives 
Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 
the ads in every issue and you 
will be reasonably sure to find 
the kind of a line you want. 

















super-HY DE X -stee 
LINOLEUM KNIVES 


Preferred by the professional floor layers 
All Styles—All Sizes 
Also made in pépular priced styles 





HYDE KNIVES arc better 








2-POINT ROOFING KNIFE 


(Patented) 


A good seller because of its Double Service 
time-saving blade 




















HYDE MANUFACTURING COMPANY 
SOUTHBRIDGE, MASS. 


NEW YORK—16 Warren St. 
CHICAGO WAREHOUSE—3807 No. Clark St. 
BOSTON—111 Summer St. 
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LUFKIN 


TAPES - RULES 
PRECISION TOOLS 





Your customers 


demand the fest 


Sell them 





Investigate this demand 


for better tools 


¥ 





& 
¥% SEND FOR CATALOG NO. 7 


THE [UFKIN RULE £0. 


SAGINAW, MICHIGAN, U.S.A. 


NEW YORK 
106-110 Lafayette St. 


(OF-Tar-Yoll-lalat- (onde) at 
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ger arrangement, and newer and 
better designs in sights. 

There were also several small 
caliber and big game rifles on ex- 
hibit with auto-loading features, 
improved breech mechanisms, 
beautiful design and light weight. 
A demonstration of the firing of a 
.22 caliber hollow point bullet 
into a bar of laundry soap to show 
the destructive effect of this re- 
cently developed projectile, oc- 
curred several times during the 
evening. 

Much enthusiasm was shown by 
the sportsmen in everything that 
went on. There was much amuse- 
ment among them when the expert 
tuned up on the various duck calls. 
Cigars and cirgarettes were “on 
the house” and there was much 
literature on hand for the men 
who stood in groups, and talked 
of nothing but guns. 

Mr. Quorollo, senior, was very 


enthusiastic about the results. “We 
had expected an interested crowd 
here,” he said, “but it has really 
exceeded our expectations. It 
looks as though we will have to 
repeat our smoker. 

“A good many of our hunters 
are also farmers. Some of them 
are prejudiced against hunters 
from town. But you can see that 
they are getting acquainted. 

“That is exactly why we ar- 
ranged the meeting and exhibit. 
It means more pleasant hunting 
conditions in this vicinity and, 
eventually, more sales out of our 
sporting goods department. If we 
can help these people mingle and 
learn that many others share their 
same love of hunting, we feel it 
ought to be a healthy thing for the 
future of our store. The best way 
to sell hunting supplies, we figure, 
is to get as close to the hunters 
as possible.” 


Cleveland's Treasure Hunt 


(Continued from page 70) 


fourth, a 14-day all-expense trip 
to Bermuda or $150 in cash. Fif- 
teen cash prizes of $10 were also 
awarded. 

These proved sufficient incen- 
tive. Restaurants, taxi companies, 
and night clubs reported more 
persons on the streets in the late 
evenings and early mornings than 
ever before. Business was very 
brisk, and during store hours side- 
walks were jammed by crowds of 
eager contestants. 

The excitement’ was so great 
that the contest’s progress became 
important news. Newspapers car- 
ried many feature stories describ- 
ing the bustle in streets, as well 
as stories written from the human 
interest point of view. Thus was 
much free advertising gained. 

Those retailers, who regularly 
advertised in the papers, tied up 
the contest with their daily copy. 
One store’s advertisement asked 
the public if it were in the quest 
for prizes and invited inspection 
of its special sales. 

The contest also gave the mer- 
chants the opportunity of reach- 
ing more people in a shorter time 
than ever before possible. Of the 
115,000 persons who obtained 
entry blanks, 25,108 turned them 


in completed. How many quit be- 
fore they started; how many gave 
up when they were half through 
is inestimable. Yet it is certain 
that 25,108 persons carefully ex- 
amined each shop window. Per- 
haps some saw a desired item and 
purchased it. Without doubt, a 
great many received favorable im- 
pressions, which have since made 
sales for the stores. 

For an average of 500 prospec- 
tive customers per store, the total 
cost of the hunt was only $3,110. 
This included prizes. The cost per 
store was about $60. But as ex- 
penses were apportioned accord- 
ing to the store’s size and average 
daily sales, some stores partici- 
pated for as little as $35. Two 
hundred dollars was contributed 
by a department store, whose daily 
advertising budget easily absorbed 
that expenditure. 

Both the prize winners and the 
sponsors were jubilant. Miss 
Patricia Bage was one of 36 con- 
testants who correctly identified 
each window. She was awarded 
first prize for her slogan, “The 
Fund Shines Through.” 

The retailers had cause for joy 
in their great sales gains. One 
merchant estimated that his busi- 
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} ‘} BRONZE BALI A i 
‘Yak, jae 4 os This big Bronze Ball of 
pot - and - pan - cleaning 
effectiveness is the new- 
est addition to the 
Gottschalk line of metal 
sponges. It has *‘what it 
takes”’ to make sales. 
Repeats pile up fast . . for 
present users wouldn’t 
be without it...and 
new customers are lining 
up daily, urged on by the 
14,000,000 coverage in lead- 
ing women’s magazines. 


NEW 
BRONZE 
e BALL 


IN CELLOPHANE BAG 


And don’t forget the time-tried Metal Sponge, 
Kitchen Jewel, Hand-L-Mop and Dairy Sponge. 


Gottschalk’s 


METAL SPONGE 








METAL SPONGE SALES CORP., Philadelphia, Pa. 











RICH IRONING TABLES 


16 different models — each a big 
value in its price class—each insur- 
ing a good Dealer Profit. Exclusive 


selling features. Warehouses in 
principal cities insure prompt de- 
liveries. If your Jobber cannot sup- 
ply you, write 


THE RICH PUMP & LADDER CO. 


1028 Depot Street, Cincinnati, Ohio 
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HOLTITE \. 


WOOD SCREWS \ 


'-] Stock the complete Holtite line \ 

| NUTS « SCREWS = RODS | 
| BOLTS - WASHERS RIVETS | 
\ "THREAD-FORMING" SCREWS 


for fastening sheet metal / 


Sold through 
Hardware Jobbers 


CONTINENTAL SCREW CO. 


Office & Factory 
NEW BEDFORD 














SOUTHERN BRANCH 
1421 Fort Street 


Chattanooga, Tenn. 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


Massachusetts 








~(CHICAGO)~-- 
SPRING HINGES 


'| There is no other “Relax” 


The “Relax” leads all 
spring pivot hinges for 
quality, quietness and 
length of satisfactory 
my service. 

This hinge is espe- 
cially desirable for Hos- 
pitals, Churches and 
Schools. It has been 
used with complete sat- 
isfaction on many of 
them throughout the world. 








Relax Type 6001 
Spring Pivot-Hinge 


Hardware dealers will find “Relax” 
Spring Pivot Hinges popular among 
architects and contractors because of 
their proven quality and many desir- 
able features. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 
































—to sell “Eveready” Batteries. 
Just point out the date-line on 
each battery. This is your cus- 
tomer’s assurance that the bat- 
tery She gets is fresh and 
brimful of long-lasting power. 


THE DATE-LINE 
SHOWS THEY’RE 


FRESH ==> |; 


Litt tite 

BATTER” 
{fy} NATIonaL canso” 
. UM terumon cement 
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Design Patent 99975 


Prsethe: 
WESTFIELD Idea 


A real Instrument Panel, com- 
prising clock and speedometer, 
made by nationally known manu- 
facturers of high grade products. 


This can be secured only on fac- 
tory equipped Columbia and 
Westfield-made Bicycles. 


Write us for particulars. 


THE WESTFIELD MFG. COMPANY 
Westfield, Massachusetts 


COLUMBIA and 
WESTFIELD 
BICYCLES 











| 
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ness soared over 300 per cent as 
a direct result of the contest. Four 
showed gains of 200 per cent, 
while six indicated increases of 
approximately 100 per cent. Four- 
teen stores received gains of from 
25 to 50 per cent and 25 reported 
gains of from 10 to 25 per cent. 

Eighteen merchants opened siz- 
able new accounts and _ twenty 
were able to renew activity in 
dormant accounts. Many stores 
were able to trace sales increases 
in following weeks directly to the 
contest. 

The original idea of the Trea- 
sure Hunt is credited to John 
Voegtly, assistant manager of B. 
R. Baker Co., men’s furnishing and 


clothing store of Cleveland. It 
was sponsored by the Upper 
Downtown Association, whose 
members are merchants located 
between East Ninth and East 
Twenty-second Sts., along Euclid. 
For years this section had been 
the main shopping center of the 
city, but with the development of 
the Van Sweringen Terminal proj- 
ect adjoining the Cleveland Pub- 
lic Square, business began to shift 
away. This trend was viewed with 
alarm and the merchants organized 
the association to work in behalf 
of their common interests. That 
the organization has succeeded, at 
least in this one project, is now 
evident. ; 





Compensating Salesmen for 
Auto Expense: 


(Continued from page 49) 


“not sufficient to establish any 
accurate figure, but that 4.4c per 
mile will cover all the expense 
of running an automobile (4 cents 
seems to be nearer the correct 
figure), and if 1840 miles are 
covered the expense would be 
$80.96 per month. 


Hypothetical Case 


“Taking a hypothetical case— 
based upon 1800 miles per 
month at an expense of 4c per 
mile for a period of two years, a 
salesman would receive $1,728; 
the possible turn-in value of the 
old car $125, a total of $1,853. 
Figuring against that depreciation 
at $20 per month for two years 
$480; 2,880 gallons of gas at 17c 
a gallon (15 miles to the gallon) 
$489; cost of new car $600; to- 
tal $1,569, leaving a balance for 
all other expenses of $284. 

“Tt would therefore seem that 
if salesmen receive 4c per mile, 
they will be reimbursed for all 
car expenses.” 

In the data submitted to the 
National Wholesale Hardware 
Association by 137 firms, from 
all sections of the country, 14 
per cent were shown to supply 
cars to salesmen and 86 per cent 
had salesmen supply their own 
automobiles. The general aver- 
age amount of those firms making 


a flat allowance for operation was 
$48 monthly. On the mileage 
basis the average was 4.4c per 
mile, while 63 per cent of the 
firms make no allowance. Ninety 
per cent of the firms reported 
that salesmen pay all car expense 
out of salary or commission. In 
the matter of liability and prop- 
erty damage insurance 38 per 
cent indicated that the house paid 
that expense. Average monthly 
mileage per salesman was found 
to be 1,840 miles. Financial as- 
sistance to salesmen buying cars 
for business use was indicated as 
being given in 51 per cent of 
the reports. 


Variety of Plans Used 


Excerpts from individual re- 
ports made to the association 
give an interesting means of 
comparison of the variety of ways 
in which salesmen are compen- 
sated for sales and traveling ex- 
penses. One Gulf States section 
house reported, “We allow sales- 
men $6.00 per day expense ac- 
count. This covers all the ex- 
pense, including the car which 
they own—upkeep of car, hotel 
bills, etc.” An East Central firm 
said, “Salary and commission 
men pay all car expense. Straight 
salary men are allowed $60.00 
to $75.00 per month for car ex- 
pense.” 
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Wright netting, known everywhere by the familiar 
Rooster trademark, is admittedly the quality prod- 


uct of the industry. It is evenly and uniformly 
woven with straight selvage and heavily galvanized. 
Copper bearing steel exclusively. Take advantage 
of this quality product at no increase in price. 


G. F.Wricat STee, & Wire Co. 


WORCESTER, MASS., U. S. A. 


New York Atlanta Chicago Los Angeles 
WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 
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1 NOTHING LIKE THE 


PLALTYPYUS 


THE AUSTRALIAN PLATYPUS 
LOOKS LIKE AN OTTER WITH 
A DUCKS BILL. LAYS EGGS 
LIKE A REPTILE, YET SUCK— 
LES ITS YOUNG LIKE A 
MAMMAL 
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OIL EITHER 


/TS THE ONE OIL 

MADE SPECIALLY FOR 
ELECTRIC REFRIGERATOR 
AND WASHING MACHINE 
MOTORS. OPENS PROFIT- 
ABLE NEW MARKET. Now 
ADVERTISED IN COLLIERS— 
YOU SHOULD HAVE IT 

ON YOUR SHELVES 











GULF ELECTRIC-MOTOR OIL 


Write Gulf Petroleum Specialties, Gulf Build- 
ing, Pittsburgh, Pa., for further information. 






















Successful Dealers 


Sell QUALITY GOODS 


oryING Se 


Roller Skates 


ROLAND H. POPKEN, President 


Chicago Retail Hardware 
Association 






“Our policy for 
Says: =— on. a 

vears has been 
to sell only QUALITY Mer- 
chandise that will build “good 
will” and show a profit. We 
like to sell “CHICAGO” Roller 
Skates, they satisfy every one 
concerned.” 


Write for our “Store Traffic Plan” and Complete 
Price Range. 
CHICAGO ROLLER SKATE COMPANY 
World’s Greatest Roller Skates for Over 36 Years 
4456 W. Lake St. Chicago, Illinois 














NOVEMBER 19, 1936 


MACHINE 3 
SCREWS 


Uniformly made to recognized 
standards. Accurate threads. Clean 
broached slots of proper width and 
depth. 


In addition Corbin manufactures a full 
line of Wood and Lag Screws. Ma- 
chine Screw Nuts. Cap and Set 
Screws. Stove Bolts. Semi-finished 
Nuts. Chain and Escutcheon Pins. 


SPECIFY CORBIN 





THE CORBIN SCREW CORPORATION 


THE AMERICAN HARDWARE CORPORAT SUCCES 
NEW BRITAIN, CONN 
Warehouses: New York ° Chicago « Philadelphia 

















SHERMAN 


Lawn Faucets 


? a 





FINEST QUALITY 
MODESTLY PRICED 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 


GLARK Bros 












a Profitable 
Line to Handle— 4 


They build profits, cus- 
tomer good-will and 
prestige, for dealers who know the value 
of handling tried and proven products. 
The line is complete — of unsurpassed 
quality — backed by unexcelled service. 


CLARK RRosPoit (p 


BEMISS ST., MILLDALE, CONN. 
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A Combination Plan 


From the Missouri River dis- 
trict one firm reported, “After a 
good deal of investigation we 
made up the salesmen’s expense 
on the various territories based 
upon the number of miles that 
they cover. On each territory, we 
figured this at 344c per mile, for 
gasoline. We allowed them 25 
cents per week for lubricating 
oil; $5.00 per week for depre- 
ciation on car; $1.25 per week 
for storage; 50 cents per week 
for tire replacement; $1.25 per 
week for general repairs.” 


House Owned Car 


“All salesmen having regular 
territories, except one, operate 
house-owned cars,” reported a 
firm in the far West. “We found 
salesmen dissatisfied with 5c per 
mile allowance while our experi- 
ence over several years has dem- 
onstrated that house-owned cars 
cost less than 5c per mile when 
operated on regular territories.” 

A firm paying its salesmen 
straight salaries reported that it 
pays all travel expenses, furnish- 
ing and maintaining cars. Its auto 
expense including depreciation 
and all operating expense fig- 
ures at 3.73c per mile. 

Where all salesmen use one 
particular make of car the prob- 
lem of a sliding scale expense 
plan is greatly simplified. In in- 
stances where a variety of cars are 
used, ranging from lower priced 
to high priced machines, the slid- 
ing scale plan would be further 
complicated. 


Reporting Car Expense 


Whether the salesmen’s expense 


reported should be submitted 
weekly or on a monthly basis is 
largely a matter of bookkeeping 
convenience. In its survey, “The 
Salesman’s Car,” published in the 
July, 1935, issue of Printers’ Ink 
Monthly and compiled by C. B. 
Larrabee and Joel Lewis, con- 
siderable attention was given to 
the matter of records and forms 
to be used in submitting expense 
accounts for automobile opera- 
tion by salesmen. The report on 
the survey states, “Where the 
expenses are to be transferred to 
a master book in the home office, 
it is desirable, of course, to cre- 
ate an expense form which will 
simplify the work of transfer by 
the bookkeeper as much as pos- 
sible. 

“When it comes to the matter of 
home office records, again there 
is considerable variation although 
there are certain copyrighted 
forms on the market that are be- 
ing used by many companies. 
Fleet operators who are inter- 
ested in these forms can get fur- 
ther details by getting in touch 
with any of the leading car man- 
ufacturers who are anxious to co- 
operate in every way in increas- 
ing the efficiency of fleet records. 

“The best form is that which 
records most completely actual 
expenses. It ought to show all 
of the operating expenses in- 
curred by the salesmen and in 
addition, should take into ac- 
count overhead items and such 
items as depreciation and interest 
on investment. Furthermore, 
forms for home office use should 
be arranged to give sufficient sta- 
tistical information on cars in 
order to arrive at an accurate 
cost per mile figure.” 





How Much Do You Know 
About Canada ? 


(Continued from page 66) 


citizen, accustomed in the past 
few years to an enormous increase 
in our national debt and a great 
increase in taxation, the figures 
that one finds in a study of Cana- 
dian statistics can give only a 
feeling of the greatest admiration, 
for the commonsense manner in 
which the affairs of Canada have 


been handled and how well you 
have adjusted yourself to the de- 
pression.” 

The following are some more 
interesting facts about Canada 
which I discovered in my study 
of the country, but which I did 
not have room for in my speech: 
increased 


“Manufactures have 
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DISPLAY BOARDS 
create additional Sales 
by attracting 
Customer Attention 


CORBIN 


Board is furnished 
without charge. 
Only charge made 
is for locks mount- 
ed thereon. 


Size of Display 
Board is 22” High, 
11” Wide, 3%” 
Thick. 


Lacquered Black 
with Silver Border. 
Pleasing appear- 
ance —nicely dis- 
played—will effect 
quick sales. 


CORBIN CABINET 
LOCK COMPANY 
The American Hardware 
Corporation Successor 


NEW BRITAIN, 
CONN., U.S.A. 
NEW YORK 
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CHICAGO No. 5031 Assortment 
PHILADELPHIA 


We build Azad, 
PAINT DEPARTMENTS 


RE you making as much money as you should from your paint 
department?...We don’t believe you are... Are you interested ina 
more profitable proposition ? 


















Model 860 
LIST PRICE 


$4850 


Complete 
less motor 








Speedy Paint Sprayers 
Professional type with famous Clean Air 
DEALERS: compressor on steel base, pressure feed in- 
ternal mix spray gun with quart aluminum 
Send for price list, cup. List only $18.50—others $5.00—$14.00. 
dlecounte end detells Autopower sprayers $2.60 and up. No cylin- 
ait ders, pistons or rings to wear out. Sturdy, 
on electric and auto efficient, yet low in cost. 
power paint sprayers. 


W. R. BROWN CORP. 
5724 Armitage Ave., CHICAGO, ILL. 

















The 


New 


Premax Turbine 
Lawn Sprinkler 


The biggest value on the market today! Five 
inches square, 3% high... green base... 
red turbine . . . and, believe us, it’s 


A Hot 50e Number 


Covers 4 to 30-foot circle with gentle rain. 
Has specially designed shaft that supplies a 
water bearing to eliminate wear. Only three 
parts ... nothing to get out of order. 


Wire For Sample! 


It’s positively the BEST 50c value for 1937— 
a low cost sprinkler that has PREMAX quality 
throughout, and will sell like hot cakes. 


PREMAX SALES DIVISION 


Chisholm-Ryder Company, Inc. 
3801 Highland Ave. Niagara Falls, N.Y. 





























NOVEMBER 19, 1936 

















DIETZ 


“VOLUNTEER” 


FIRE EXTINGUISHER 




















Sr the first few minutes 
that count in a fire. “Volun- 
teer” is a highly practical re- 
fillable extinguisher at excep- 
tionally low price. It will safely 
and surely smother any kind of fire at its in- 
ception—gasoline, oil—even electrical fires— 
because its fluid is a non-conductor. In addi- 
tion, there is no risk of injury to fabrics, nor 
harm to hands or face. 


NOTE: Dietz ‘'Volunteer"’ is a pint size extin- 
isher. This size extinguisher is not eligible 
Yor underwriter's approval. Pint size extin- 
qguishers are —— bow use x Pm 
weeter" 's approved type not requ or 
gene & the use Stas = type cultnguichers, 


R. E. DIETZ COMPANY 


NEW YORK 
Makers of Lanterns for the World 
Founded 1840 














The Sign of Good Seeds 
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STOCK 


TURFMAKER 
AND 


TRU-SHADE 


LAWN SEED MIXTURES 


TWO OUTSTANDING 
BLENDS 


Less than 3% Inert Matter 


Less than 3/10 of 1% 
Weed 


NO NOXIOUS WEEDS 


Write for Prices 








F. H. WOODRUFF & SONS 


MIitFOROD CONNECTICUT 











greatly; both because more Cana- 
dian firms are operating and be- 
cause American firms have set up 
branches in Canada. The latter 
movement has been encouraged by 
the desire to sell in the Canadian 
market free of duty and to enjoy 
tariff preferences throughout the 
British Empire. The industrial cen- 
sus of 1932 shows that there were 
24,544 manufacturing establishments 
in Canada, with a capital of $4,- 
741,255,610, employing 495,398 per- 
sons, and paying $505,883,323 in 
wages and salaries. The value of 
the materials used was $955,968,- 
683, and the gross value of the prod- 
uct $2,126,194,555. 

“The wonderful scenery of the 
Canadian Rockies is at its best in the 
seven chief national parks, where 
the hunting of game is forbidden. 
These are the Banff National Park, 
Yoho, Glacier, Revelstoke, Kootenay 
and Waterton Lakes, all made ac- 
cessible to motorists by the highway 
from Calgary to Vancouver, newly 
completed, and Jasper Park, reached 
by the Canadian National Railway. 
There are also five large animal 
parks and preserves, and the broken 
lake country of northern Ontario 
and Quebec is a paradise for sports- 
men and campers. 

“Canada maintains its own mili- 
tary forces and controls the use of 
these forces, the same applying to 
its naval and air forces. 

“Canada is an original member 
of the League of Nations. In 1926 
independent diplomatic relations 
were established with the United 
States and in 1928 ministers were 
appointed to France and Japan. 

“Canada, like the United States, 
is a Federation with provincial gov- 
ernments similar on the whole to 
the State governments of the United 
States. The Dominion Government, 
however, possesses the _ residual 
powers in legislation. 

“In July, 1927, Canada celebrated 
the Sixtieth Anniversary of the Con- 
federation. Sixty-five years ago Can- 
ada had a population of three mil- 
lion, foreign trade amounted to 
$120,000,000, and during the ten 
years, 1867-77, the wheat crop did 
not exceed 25,000,000 bushels. 

“Today Canadian foreign trade is 
between seven and eight times as 
large as at the time of Confedera- 
tion, manufactured products twelve 
times as valuable, the wheat crop 
over sixteen times as large, and the 
ratio of increase in other agricul- 
tural products even greater. Mining 
products, which had a value in 1886 
of $10,250,000, had a value in 1933 
of $221,482,743. Canada stands first 


in the production of asbestos and 
nickel, second in gold and third in 
silver, and her known coal reserves 
are exceeded only by those of the 
United States. 

“Within the forty years between 
1890 and 1930 the acreage devoted 
to wheat crops in Canada had quad- 
rupled. In 1870 the wheat crop 
amounted to 20 million bushels, in 
1900 551% million, and in late years 
the average annual crop has reached 
more than 400 million bushels. The 
growth in the production of oats is 
proportional to that attained in 
wheat. The barley crop was 63 mil- 
lion bushels in 1933 and reached 
136 million bushels in 1928. 

“In 1933 the value of dairy prod- 
ucts amounted to over $167,000,000, 
including 324 million pounds of 
butter and 111 million pounds of 
cheese. 

“The value of Canada’s primary 
forest products in 1932 was $92,- 
106,252. Over two and a half billion 
cubic feet of standing timber is cut 
annually. Canada now produces one- 
third of the total world’s newsprint 
and exports nearly two-thirds of 
total world exports. 

“Under the provisions of the 
British North America Act, which 
created the Dominion of Canada, 
exclusive authority in matters con- 
nected with banking was conferred 
upon Parliament. At that time there 
were 28 banks, with combined capi- 
tal amounting to $31,000,000, total 
loans to $54,000,000, and total as- 
sets to $78,000,000. On July 31, 1934, 
total assets had reached $2,806,012,- 
623. At the present time the 10 
chartered banks (there have been 
many amalgamations) have 3791 
branches, including subagencies, of 
which 3637 are scattered throughout 
Canada, providing a branch for 
every 2937 inhabitants. Canadian 
banks now have branches in Great 
Britain, France and Spain, the 
United States, the West Indies, and 
in all the principal commercial 
countries of Latin America. 

“A new central bank, The Bank 
of Canada, was established by Act 
of Parliament of 1934. 


From all of the above it can be 
seen that Canada is an empire in 
itself. It has vast resources in 
land, timber and minerals. The 
population of Canada is about 
21% persons per square mile, not 
enough to make up a game of 
bridge without calling over the 
other fellow a mile way. What 
a field for future development! 
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Increase Your Christmas 
Sales and Profits with 


SPORTS EQUIPMENT 


A full line of exceptionally fine values 
for your retail trade. 


Catalogs on request 


THE P. GOLDSMITH SONS. INC. 
J N 


Ou &€ FINDLAY STS. CINCINNATI, OHIO U.S.4 


}'y OHLEN-BISHOP 
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FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newéls, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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CROSSCUT SAWS| 


| | ema by 85 years of sound 
saw making experience, 
they’re today better than ever— 
and selling better than ever. 
Enthusiastic users of Ohlen- 
Bishop Crosscuts are many in 
every community. And these are 
the saws that give you a far 
greater margin. That’s the prof- 
itable kind of business you want. 


A complete line—every 
length and tooth style— 
in every range of price. 
Carry a full stock of 
Ohlen - Bishop Crosscuts 
and you will always have 
the saw they ask for! 


THE OHLEN-BISHOP CO. 


Columbus, Ohio 


HORTON © 


t, * f od er / 
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ed 
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Quiet, smooth-running, dependable 
Horton Washers eliminate service 
“grief”? and build good will for Hor- 
ton dealers. The famous ‘‘jeweled 
mechanism“ is one of many reasons 
why sales of Horton washers are 
zooming to the highest point in 65 
years of history. To increase your 
sales write to Horton now/ 


HORTON MANUFACTURING 
COMPANY 
| 3603 OSAGE ST., FORT WAYNE, IND. 





¢ 
HORTON WASHERS AND IRONERS 
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No. 585 


‘“‘ROTABIN’’ 
BULK STORAGE STEEL BINS 
SAVE STEPS AND SPACE 


“Seeing is buying’ when “‘ROTABIN” 
Rotating Steel Bins are used to 
store and display nails, rivets, bolts, 
washers, fittings or any keg items. 
Twelve to 50 kegs may be carried in 
41 to 58 ins. of circular floor space. 
They eliminate unsightly kegs. 
Customers turn each section and se- 
lect the kind and sizes of nails, etc., 
wanted. They act as constant buying 
reminders to everyone who needs 
such merchandise. “ROTABIN” 
aes is beautifully finished in 
olive green baked enamel. With or 
without scales. Furnished with 3 to 
6 sections and 12 to 50 compartments. 
Compartments hold from 125 to 140 
Ibs. each. Also Counter Models. Send 
for Folder and Net Prices. 


THE FRICK-GALLAGHER MFG. CO. 
Wellston Ohio 


SURE-GRIP 


HOSE CLAMPS 

















Will Hold 
Any 
Pressure 
the Hose 
Will 
Stand 





More than 100 Sure-Grip sizes will enable 
you to supply every hose clamp need of 
your customers. For water, steam, air, au- 
tomobile, etc. . . . Sure-Grips tighten to a 
true circle and they won’t rust or corrode 
because the nut bolt and clamp are gal- 
vanized separately—after all machining op- 
erations—to prevent any raw edges. 


Ask your jobber or write for prices 


J. R. CLANCY, Inc. 
Syracuse, N. Y. 
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How's the Hardware Business ? 


(Continued from page 62) 


Improved foreign demand for 
American toys evident during 1935 
continued during the first half of 
the current year, figures compiled in 
the Department of Commerce’s Spe- 
cialties Division Show. Exports of 
toys (except of rubber) from the 
United States in the January-June 
period of 1936 were valued at $584,- 
362 compared with $446,593 in the 
corresponding period of last year, an 
increase of 30 per cent. Exports of 
rubber toys and balls, and rubber 
balloons in the first half of 1936 
were valued at $172,710, 25 per cent 
more than the corresponding 1935 
period. Rubber toys and balls ac- 
counted for $37,868, and toy bal- 
loons, $134,842. Leading foreign 
markets for toys other than rubber 
included Canada, United Kingdom, 
Australia, Union of South Africa, 
Cuba and Mexico. For rubber toys, 
balls and balloons the leading mar- 
kets were Turkey, United Kingdom, 
Mexico, Brazil, Union of South 
Africa and Canada. 

* * * 


Boosted by a record break- 
ing September, household washing 
and ironing machine sales in 1936 
already have passed the all-time 
year’s highs achieved in 1935, J. R. 
Bohnen, secretary of the American 
Washing Machine Manufacturers’ 
Association has announced. House- 
hold washing machine totals for the 
first nine months of this year were 
1,379,062 and shipments in the open- 
ing days of October, as yet unre- 
ported, pushed the figure past 1,413,- 
761, the record for all 1935. Washer 
shipments in September were 174,- 
835, topping by 1,157 the one month 
all-time high established in August. 
The household ironer total for the 
nine monthe is 136,413, or 25.70 per 
cent ahead of the same period in 
1935, revealing that last year’s grand 


total of 143,856 has been passed in 
October. September shipments were 
16,985, advance of 13,35 per cent 
over the same month in 1935. 


A further decline in the num- 
ber of horses and mules on farms 
during 1937, and for several years 
to come, was forecast recently by 
the Bureau of Agricultural Econom- 
ics in its Annual Outlook Report. 
The bureau’s summary said that “it 
is expected that the low point in 
the downward trend in the number 
of all horses and mules on farms 
will be reached in four or five years. 
The low point in the number of 
animals of work age will occur a 
few years later. During this period 
prices of horses and mules are ex- 
pected to increase somewhat above 
present prices. As the number of 
horses and mules continues to de- 
cline, a further switching from the 
use of horses to the use of tractors 
is to be expected. Reports from the 
leading horse and mule markets in- 
dicate a continued strong demand 
for horses and mules, which is ex- 
pected to be continued during the 
coming year.” 


+ # + 


Residential building started 
in October was 45 per cent greater 
in volume than the recorded figure 
for October, 1935. According to F. 
W. Dodge Corp., the October resi- 
dential building total was $79,736,- 
200 for the 37 eastern states as com- 
pared with $55,100,300 for October 
of last year and $80,670,800 for Sep 
tember of this year. For the ten 
months of 1936 ended October 31, 
residential building amounted to 
$667,767,800 as against only $394,- 
007,800 for the corresponding ten 
months of last year, making a gain 
of 70 per cent between the two years. 





Pyramid Antenna 


Uses only one mast and _ permits 
erection of the special aerial for noise- 
less short wave reception on one roof 
in small area. Pyramid is shipped com- 
pletely assembled and consists of the 
necessary aerials, guys, special junction 
box, noise-reduction lead-ins, insulators, 
and a 7-foot Premax tubular steel tele- 
scoping mast. Complete kit retails at 
$5.95. Premax Sales Division, Chis- 
holm-Ryder Co., Inc., Niagara Falls, 
N. %. 


The One-Roof 


AERIAL 
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Display Tables 

Complete line of Bulb 

Edge Glass, Price Card 

Holders, etc. 

Price Cards 

Wrapping Counters 

Nail Bin Counters 

Screw Bolt & Drill 

Cases 

Boxes and Drawers 

Shelving & Wall Cases 

Paint Shelving 

Sample Holders 

) Complete Store Fixture 
Catalog No. 3510 


~~ 
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APA FARA 
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20 Vesey Street, Suite 1111 


NEW YORK CITY 


OUR CATALOG! 


_ Equip your store with 
Heller Sectional Sales Equipment 
; +» designed to place your merchan- 
dise within sight and reach, to stimu- 
late buying. Costs no more than 
built-in jobs which are a lost invest- 
ment if you move your store. Heller 
fixtures are of Sectional Construction 
and Portable. 


For over 40 years, we have special- 
ized in the exclusive manufacture of 
hardware store equipment, develop- 
ing to perfection the type of cabinets 
best suited to the job. 


Write for Free Catalog No. 3510 
TODAY, or tear out and mail this 
ad, checking items for which 
you desire special information. 


W. C. HELLER & COMPANY 


70 Bryant Street 


MONTPELIER, OHIO 

















“Ask Your Jobber or Write Us.” 


STEEL SNOW 
SHOVELS 


GALVANIZED 
SNOW 
SHOVELS 

SPRING 
STEEL 
SNOW 
SHOVELS 

TOY SNOW 
SHOVELS 

SNOW 
PUSHERS 

SIDEWALK 
CLEANERS 

ASH SIFTERS 

FURNACE 
SCOOPS 








escape or injury to the 
pelt... others will want 
regular Victor models— 
favorites for years. 


Make every trap sale this 
season by stocking...and 
selling ...the complete 
VICTOR line. 


VICTOR 
HAS BOTH 


Stop-Loss Traps or the regular standard 
models—VICTOR has both. Many trappers. 
will demand the new Stop-Loss Traps— 
Victor No. 1 VG, No. 33, Jump No. 1 JG 
—that are specially designed to prevent 





ANIMAL TRAP COMPANY 


of AMERICA 


87 Years of Improvement in Trap Making 
NIAGARA FALLS, ONT. 


LITITZ, PA. 











More Profit Chances 


Not every Hardware Dealer will be inter- 
ested in all 12 Uniflow Products. How- 
ever, with complete information about 
them at your finger tips, you may land an 
order that you never dreamed of. Without 
a dollar of investment you can sell from 
this indexed catalog—a 15-year-old finan- 
cially strong manufacturer guarantees sat- 
isfaction. Your trade has confidence in 
you—we have confi- 
dence in-you. Write 
us today about 
this ‘‘can’t 
lose propo- 
sition.” 














SHALLOW 
WELL PUMPS 


DEEP WELL 
PUMPS 





























CELLAR 
DRAINERS 


DOMESTIC AND 


MERCIAL 






The Cc. K. R. Co. 


SUCCESSORS TO CRONK & OARRIER MFG. ©O., F. B. KOHLER COMPANY, 
J. F. RITTBNHOUSE MFG. CO. 


1836 Euclid Ave., Cleveland, Ohio 
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UNIFLOW MFG. CO., ERIE, PA. 





BEER PUMPS 
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No More— 
Wrong Sizes With 






PUMP 
LEATHERS 


Save time, prevent errors and keep customers 
satisfied by selling only sized-marked pump 
leathers, an original merchandising idea de- 
veloped in our plant. Size-marked pump leathers 
avoid delay and confusion and assure utmost 
satisfaction. Made of finest selected leather, 
available in two brands. 


“LONG WEAR” and “STANDARD” 
Ask your jobber or 
write us for prices 
SIMPLEX MFG. CO. 
AUBURN N. Y. 











STEP Up THE QUALITY 
oF Your Propuct 


WITH 


Ked 





Only Satisfaction 
to the Customer 
completes a Sale 





Tae STANDARD ToO1 (0. 








CLEVELAND OHIO 
BRANCHES: 
NEW YORK — DETROIT — CHICAGO 





98 





A Dozen 
DON'TS 


for 


Traveling 
Salesmen 


1. Don’t push in and demand 
my immediate attention. No mat- 
ter if you think I am idle. Say, 
“When you are at leisure . . .” 
That is a good phrase. It im- 
presses me that you are serious 
about the importance of your busi- 
ness. It compels me to listen when 
your turn comes. And don’t for- 
get to say “when,” not “if.” Do 
you see the difference? 


2. Don’t talk hobbies. You 
compliment me by presuming I 
am busy. Talk business straight 
to the point. Mention my hobby 
only when business is through— 
if at all. 


3. Don’t neglect to mention the 
name of your house somewhere in 
your first three sentences. I don’t 
remember you as well as you re- 
member me. Don’t say, “My line 
is the finest this season it has ever 
been.” A casual mention of your 
firm name identifies you. I am 
sensitive, so if I am rather busy, 
I may even refuse to look at your 
line rather than embarrass myself 
by admitting I have forgotten 
what line you have. And you will 
never know why! 


4. Don’t say “only” every time 
you quote a price. It is amateurish 
and disgusting. It should be used 
only for a specific comparison 
with some other price. 


5. Don’t quote the prices of a 
line that is admittedly higher 
grade than yours in an effort to 
make your prices seem low. I’m 
not that dumb! 


6. Don’t quote the big buyers 
too much. They are thrown up to 
me so often I am sick of them. My 
problem is quite unlike theirs. 
But, ho hum, this is useless advice, 
for if you ever sell Marshall Field 
I know you'll tell about it the rest 
of your life. 


7. Don’t use parade English or 
wear parade clothes. Both make 
me feel inferior and uncomfort- 
able. Wear good clothes, well 
styled—including, incidentally, a 
good pair of shoes not over two 
months old. 


8. Don’t stand close. I don’t 
like your breath. I wouldn’t like 
it even if it was good. And keep 
your hands off me. I won’t knock 
you down every time your cour- 
tesy is not up to par. But just the 
same, your standing is lowered by 
every little unintentional annoy- 
ing habit. I won’t mention it, so 
you'll never know why. 


9. Don’t insist on the check if 
I have invited you to lunch. It 
embarrasses me and makes me 
hesitate to ask you again. 


10. Don’t be a humorist. That 
is a bad reputation, no matter 
what anyone tells you. I like fun 
as well as anybody, but I prefer 
to buy from the man who is all 
business. Save your stories for the 
Pullman. 


11. Don’t have snappy, patent 
medicine answers ready for all ob- 
jections, even though your sales- 
manager has thought them up for 
you. Your line is not perfect. 
Even if it were, it still may not fit 
all my needs as well as some other 
line not as good as yours. Only 
when you have studied my prob- 
lem as thoroughly as you have 
studied your line can you give 
me the kind of advice I really 
crave. 


12. Don’t quit calling on me 
just because I turn you down three 
or four times, even though I may 
tell you I am not interested. You 
never know what is in the back of 
my mind. You never know when 
a different set of circumstances 
will turn up between trips. 

Here’s a thirteenth for good 
measure. Don’t follow any set of 
rules—even these. 
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This fine tool with a full- 
length burner is the ideal 
torch for the occasional 
user. It has all the sturdy, 
well-built features of C & L 
manufacture, yet it is competi- 
tively priced. C & L 600A 
and C & L 158A are other 
torches in our popular-priced 
line. 


CLAYTON & 
LAMBERT MFG. CO. 
DETROIT, MICHIGAN 


Makers of world’s largest 
selling firepots 











PRICED FOR A WIDE MARKET 


Write for descriptive folder to the | 





Stock and Profit with 


“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 

“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America’s Oldest Wwen Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Blue Island, I1!. Kansas City, Mo. 
San Francisco 


WIRE 
Goops 


GéB 


QuALITY 


Provucrs 

















OUTSTANDING BEAUTY and DESIGN 


Combined with 


STURDY CONSTRUCTION 


make the TUDOR MAILTAINER the 
most desirable mail box for the particular 
home owner. Large mail slot. Door hinged 
at top—always closed. Sheds water like a 
duck’s back. Two large spring clips hold 
newspapers and packages. Choice of finishes. 
We also manufacture Pollyanna Dust Pans, 
Bluebird Indoor Clothes Line Reels, Jumbo 
Fire Shovels, Fulton Document Boxes, etc. 


PATENT NOVELTY Co. 
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ILODWIEILIL & and wringer 








305 Eighth Ave. Fulton, Ill. 


®@ Lovell-built hand wringers have 
been best sellers for over fifty 
years. Demand is increasing. 
Margin of profit is good. 


There’s Profit 


IN HAND WRINGERS 














All types available. Wood or at- 
tractive all-steel rust proof frames. 
Have adjustable pressure, Lovell’s 
own-built rolls, steel feeding 
tables and reversible water boards. 
Equipped with non-rusting, self- 
lubricating bearings. For use on 
stationary tubs, also round or 
square tubs. Write for catalog 
No. 11. Ask your jobber. 


LOVELL MANUFACTURING CO. 
ERIE, PA. 
















FLAG THEM WITH 
COLORTOPS 


An assortment of COLORTOPS never fails to 
‘flag’ customers. Once ‘“‘flagged’” they’re 
stopped. That’s the answer to increased sales 
on other electrical needs also. 


ALL COLORED 


EYE-APPEALING 
SALES-GETTING 


COLORTOPS are loaded with PLUS VALUES 
that SELL and SATISFY. 


Ask your Jobber salesman for 
TRICO COLORTOPS. 


TRICO FUSE MFG. CO. 


Dept. H. MILWAUKEE, WIS., U.S.A. 


SHOCKPROOF 
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ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled: 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST.. NEW YORK, N. Y 





Price $10.00 a Copy 
Cheek with Order 
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Rainy Days Bring Big Demand for 
“RAINY DAY” 
Waterproofing 


Tie in with the nationwide advertising 
campaign and stock “Rainy Day”—the 
greaseless waterproofing for clothing, 
hats, boots and shoes. In big demand 
right now with hunters. Penetrates 
cloth or leather, waterproofing them 
and preserving their life, yet does not 
fill the pores or keep out the air. Or- 
der from your jobber today! List 
Prices: Pints, 75c—Quarts, $1.25—-Shoe 
Size, 25c. 
Write for Literature 


Protection Products Mfg. Co. 
7436 Second Blvd. Detroit, Mich. 

















: by the ready accept- 
"'¥ ance these two products 
*have won for themselves. The 
| Electro-Way Vent Fan (re- 
tails at $6.95) fits over chim- 
ney hole, creating a strong 
vacuum which carries away all 
smoke and steam emanating from 
stove top. The Hydro-Flue Humid- 
ifier (retails at $1.25) fits on back 
of range where the chimney used 
to appear, capturing and _steril- 
izing all oven fumes. Together, 
they do a 100% job of keep- 
ing the kitchen clean and 


comfortable. 
Write a pau 
and dealer's 
ao . Se ccooeaell prices 


ARD ia Co 107 E. MILWAUKEE 
3 » DETROIT, MICH. 








Here are 25 More Answers to the Question: 


“WHO MAKES 


Information regarding sources of supply as pre- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. When writing te 
the firms mentioned, state that you saw the product 
listed in Hardware Age “Who Makes It?” section or 


CoL_pwaTEeR, Kan.: Who makes 
{1) Electra colored enamelware and 
(2) Century aluminum ware?— 


Tom C. Holcomb Co. 


ANSWER: (1) Belmont Stamping 
Co., New Philadelphia, Ohio. (2) 
Enterprise Aluminum Co., Massil- 
lon, Ohio. 


* « * 


St. Micwaets, Mp.: Where can we 
secure a valance for our show win- 
dows of the type that may be pasted 
on the glass?—Clifton Hope & Son. 


ANSWER: Windowphanie Co., 65 
Fifth Ave., New York City. 


* + 


Duranco, Mexico: Where can I 
obtain Diabolo .22 cal. lead shot for 
use with a Pellets air rifle and pis- 
tol?—Merceria Nueva. 


ANSWER: A. F. Stoeger, Inc., 
507 Fifth Ave., New York City. 


* * * 

Ciymer, Pa.: Furnish address of 
the Acme Cultivator Co.—Clymer 
Hardware Co. 

ANSWER: Leetonia, Ohio. 


* + 


Gaessurc, Itt.: Furnish name 
and address of the imported Alva 
pattern English china as made by 
Woods & Sons.—Churchill Hard- 
ware Co. 
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ANSWER: Edward Boote, 35 W. 
23rd St., New York City. 


** * * 


MipvE._town, N. Y.: Who makes 
the Heet-Master oven control for gas 
ranges?—Pelton Hardware Co. 


ANSWER: Detroit - Vapor Stove 
Co., 12345 Kercheval Ave., Detroit, 
Mich. 


ee ¢< § 


Morristown, N. J.: Who makes 
the mitre vise shown on page 374 of 
the November issue of the Popular 
Home Craft magazine?—J. Glick & 
Sons. 


ANSWER: Stanley Rule and 
Level Plant, New Britain, Conn. 


* + 


Fiorence, S. C.: Who makes the 
Drake electric soldering iron?— 
Schofield Hardware Co. 


ANSWER: Drake Electric Works, 
3654 N. Lincoln Ave., Chicago, Ill. 


* * 


Norristown, Pa.: Where can we 
obtain a card system, using 5 in. x 
7 in. cards adapted for stock records 
and selling prices?—Fleck Hard- 
ware Co. 


ANSWER: Remington-Rand, Inc., 


Library Bureau Division, 205 E. 
42nd St., New York City. 


Livincston Manor, N. Y.: Pro- 
vide name and address of the man- 
ufacturer of the Garland range.— 
Allen’s Hardware Co. 


ANSWER: Detroit Michigan 


Stove Co., 6900 E. Jefferson Ave., 
Detroit, Mich. 


ss = © 


Bronx, N. Y.: Who makes 
Jewelite flashlights?—Simlite Sales 
Corp. 

ANSWER: Usona Mfg. Co., Inc., 
24 N. 11th St., Toledo, Ohio. 


o * ® 


Dover, N. H.: Who makes Life- 
time stainless steel kitchen ware?— 
J. Herbert Seavey. 


ANSWER: Stainless Steel Prod- 
ucts Co., La Grange, Ill. 


* + 


Axpany, N. Y.: Furnish name and 
address of the manufacturer of the 
Klosquik door closer—Albany 
Hardware & Iron Co. 


ANSWER: Klosquik Mfg. Co., 45 
Astor Place, New York City. 


. & @ 


Axron, Ou10: Who makes Unique 
sash balances?—The Hardware & 
Supply Co. 


ANSWER: Unique Window Bal- 
ance Corp., 296 E. 134th St., New 
York City. 


- & @ 


Forty Fort, Pa.: Who makes 
glass buttons or tacks such as are 
used in advertising signs that show 
plainly at night when in the rays of 
the lights of motor cars?—Benj. L. 
Disbrow. 


ANSWER: Traffic Equipment 
Corp., 557 W. 42nd St., New York 
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City, and Eastern Cataphote Co., 
485 Madison Ave., New York City. 


ee @& # 


LouIsviLLE, Ky.: Provide name 
and address of a manufacturer of 
copper or bronze screw drivers suit- 
able for use around highly explosive 
materials—Erdmann-Oglesby Co. 


ANSWER: Stanley Rule and 
Level Plant, New Britain, Conn. 


* + 


Scuonarig, N. Y.: Furnish ad- 
dress of the White Mountain Freezer 
Co.—C. E. Willsey. 


ANSWER: Nashua, N. H. 


* + 


CAMPBELLTOWN, Pa.: Furnish 
name and address of a maker of 
fiber foot tubs.—A. M. Brandt Hard- 


ware, 


ANSWER: Almo Trading & Im- 
porting Co., 3 W. 18th St., New York 
City. 


+ + 


Manitowoc, Wis.: Provide names 
and addresses of several manufac- 
turers of dusters for Venetian blinds. 
—J. J. Stangel Hardware Co. 

ANSWER: Howard Dustless 
Duster Co., 493 C St., Boston, Mass. ; 
Geo. Leiner & Co., 1250 Brook Ave., 
New York City, and Lincolnwood 
Mfg. Co., 7356 N. Clark St., Chi- 
cago, Ill. 

* * * 


Rosette, N. J.: Who makes five 
gallon crockery waste jars for lab- 
oratory use?—Roselle Hardware Co. 


ANSWER: U. S. Stoneware Co., 
174-178 Annadale St., Akron, Ohio. 
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Summit, Miss.: Who makes 
brgom manufacturing machinery? 
—Joseph F. Schluter Hardware. 


ANSWER: Chicago Ferrule & Nut 
Co., 880 W. Lill Ave., Chicago, IIl.; 
Paris Foundry & Machine Works, 
Paris, Ill.; Baltimore Broom Ma- 
chine Co., Holliday & Pleasant Sts., 
Baltimore, Md., and Chester P. John- 


son, Amsterdam, N. Y. 


* %*+ 


Barre, Vt.: Provide names and 
addresses of sources of supply for 
artificial palms, plants and trees.— 
Barre Radio & Appliance Co. 

ANSWER: Seminole Palm Co., 
Haines City, Fla.; Kirchen Bros., 
221 W. Randolph St., Chicago, IIl.; 
Kaplan Bros., 45 W. 18th St., New 
York City, and Decorative Plant Co., 
230 Fifth Ave., New York City. 


* + 


PertH Ampoy, N. J.: Who makes 
or distributes Super ball-bearing pul- 
lies?—-Samuel Baum & Sons, Inc. 


ANSWER: Super Metal Mfg. Co., 
Inc., 141 Wooster St., New York 
City. 


Bronx, N. Y.: Who makes So-Lo 
plastic rubber?—Ben’s Hardware. 


ANSWER: So-Lo Works, Cincin- 
nati, Ohio. 


Va.ey StreaM, L. I., N. Y.: Who 
imports IXL pen knives as made in 
Sheffield, England?—Dibble & Bal- 
lou Hardware. 

ANSWER: Wm. Langbein & 
Bros., 48 Duane St., New York City. 
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“Master’s new 406 Display 
is certainly producing 


BRASS PADLOCK 
PROFITS 


. «. what’s more, combined with 

the No. 407 Display, the sales 

effect is stronger than ever... 

I'm selling more STEEL Masters 
than ever before, too!” 


Master Jock (. 


Workdn Langert Exchurive 
Padbock Manufacturers 
MILWAUKEE, WIS.,U.S.A. 








CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words... .$3.00 
Each additional word............ .06 

All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 
Allow Seven Words for Keyed Address 

Boxed — Rates 
DIED £.050665.00665466.060000 6005 - $5.00 
Each additional inch.......... coos 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


VERTISING 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 





— J —— 
REMITTANCE MUST ACCOMPANY ORDER 
. Send check or money order, 
not currency. 
oa 7 —s 

HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 

previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

a= @ «= 
Address your correspondence and replies to 

HARDWARE AGE 
Classified Opportunities Dept. 

239 West 39th St., New York City 








HELP WANTED 


SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 








WANTED: YOUNG MAN AS ASSISTANT 
to builders’ hardware salesman; must have some 
experience in reading blueprints. Excellent op- 
portunity for the right man. For Chicago Market 
with large representative house. Address Box 
C-320, are of Harpware Ace, 239 W. 39th St., 

ity 





MANAGER—LARGE RETAIL GENERAL 
HARDWARE store in Southern New Jersey; must 
have previous successful experience in that ca- 
pacity, capable of taking full charge; must also 
be an experienced buyer. State ‘full particulars in 
detail where and in what capacity last employed; 
age, salary and when available. Address Box 
C-324, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





WANTED: BUILDERS’ HARDWARE 
SALESMAN, who has some knowledge of paints 
preferred, experienced in contacting architects and 
builders in fastest growing town.of Florida. Com- 
mission basis with livable drawing account. Must 
own auto. Give full qualifications and past ex- 
perience with former connections. Address Box 
C-321, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SITSINESS OPPORTUNITIES 











FOR SALE 
HARDWARE AND PAINT STORE 


In Sacramento, largest inland city in Cali- 


fornia, about 125,000 population. Good lease 
in center of business district. Stock and fix- 
tures about $6,000. Forced to sell on account 
of health. Write owner, P. 0. Box 1471, 
Sacramento, California. 








WINDOW GLASS SALESMAN WANTED. 
EXPERIENCED. Good quality, low prices, ship- 
ment anywhere. Address—T. J. Atcheson Glass 
Company, Buffalo, N. Y. 





“A-B-C” SUMMER AND WINTER FISHING 
TACKLE; excellent side-line; big commission sell- 
ing dealers from our pocket catalog. Address— 
“A-B-C” Bait Company, 135 E. Jefferson Ave., 
Detroit, Michigan. 








A strong, well-fi tion of manufac- 
turers’ sales pas with home office in 
Chicago is interested in an additional line in the 
hardware, electrical or automotive field to sell to 
manufacturers, jobbers or both. Product must have 
merit, stand rigid inspection, be properly priced, 
and offer opportunity for profitable volume. Able 
to handle on national or territorial basis and 
thoroughly capable of development and execution of 
complete sales (program. 

Address ‘‘Representative,’’ Room 1602, 

201 North Wells St., Chicago, Illinois 











MANUFACTURING DISTRIBUTOR 
WANTED (for portable shower bath fixture; 
thoroughly tested; nothing like it on the market. 
Can furnish testimonials from satisfied users of 
prominence. The entire United States is the selling 
field. Address—S. S. Campbell, P. O. Box 366, 
Lenoir City, Tenn. 





OLD ESTABLISHED MANUFACTURER 
of a very well-known line of miners’ caps and 
supplies, has openings in all territories for sales- 
men calling on mining supply houses and jobbers. 
Write fully of your experiences, territory covered. 
References required. Address Box C-315, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMEN CALLING REGULARLY ON 
HARDWARE jobbers, semi-jobbers and major 
dealers to sell our high quality line of grinding 
wheels and sharpening stones as side line on com- 
mission basis. Priced right with freight allow- 
ance. Full protection in territory. Bound to re- 
peat. Address Box C-311, care of HArpware AGE, 
239 W. 39th St., N City. 





RESIDENT SALESMAN COVERING PHIL- 
ADELPHIA and vicinity for manufacturer of 
builders’ hardware specialties—call on larger hard- 
ware stores, lumber yards, manufacturers, etc. 
Liberal commission. State full particulars as to 
lines now handling and experience. Address Box 
C-328, care of Harpware Ace, 239 W. 39th St., 
Re 3. Coy, 





FOR SALE—HARDWARE STORE CARRY- 
ING general line. Doing $25,000 business yearly. 
Terms cash. Write Box 9, Donalsonville, Ga. 





FOR SALE: CLEAN UP-TO-DATE hardware 
and paint store in Western New York City of 
18,000. Best kind of location. Low rent. A 
money-maker for the right man. Address Box 
C-319, care of Harpare Ace, 239 W. 39th St., 
N. ¥. City. 








WANTED 


<EPRESENTATIVES 








LONG ESTABLISHED BRUSH MANUFAC. 
TURER WANTS salesmen now calling on hard- 
ware jobbers, housefurnishing departments of de- 
partment stores and hardware dealers to sell line 


of brushes. Commission on orders and repeats. 
Advise territory now covered and lines handled. 
Metropolitan New York not open. Address Box 


C-334, care of Harpware Ace, 239 W. 
N. Y. City. 


39th St., 


102 








OLD ESTABLISHED HIGH-RATED MAN- 
UFACTURER has opening for sales representative 

vith established clientele who is capable of sell- 
ing a quality line of locks to hardware, industrial, 
and commercial trade. Liberal commission. Side- 
line proposition. State qualifications and _terri- 
tory covered. Address Box ces. care of Harp- 
ware Ace, 239 W. 29th St., N. Y. City. 





SALESMAN WANTED TO HANDLE AS 
sideline complete line of infants’ toilet training 
seats. The commission from original and repeat 
orders should more than pay your entire traveling 


expenses. State territory covered, items you now 
sell, etc. The territory is exclusive and we are 
particular. Address—The WeeWee Toilet Seat 


Company, Woodside, Long Island, N. 





SALESMEN—A FEW PROTECTED TERRI- 
TORIES open for experienced commission sales- 
men. Old-established line of miscellaneous build- 
ers’ hardware, padlocks and night latches. Whole- 
sale and retail hardware trade. Please reply 
stating full particulars relative to experience and 
territory covered. Address Box C-323, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 








WANTED FOR DETROIT, BUILDERS’ 
HARDWARE or other good line or article. Have 
been representing factories to the Detroit trade 
for past fifteen years. Address Box C-308, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE WHO HAS been selling jobbers 
and chain store syndicates for over fifteen years 
in the Metropolitan District of New York can do 
justice to one more good line. Address Box 9 313, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





PORTO RICO—EXPERIENCED MANU- 
FACTURERS’ REPRESENTATIVE wants first- 
class lines specially hardware and construction 
materials. Offices at San Juan, Porto Rico and 
Dominican Republic. Best references. Address 
Box C-331, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





SALES ORGANIZATION WITH PITTS- 
BURGH HEADQUARTERS covering western 
Pennsylvania, West Virginia and Ohio desires 
additional line or lines to be distributed through 
well-established hardware, paint and lumber deal- 
ers. Lines to be added must have sales appeal. 
Address Box C-332, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
COVERING METROPOLITAN CHICAGO can 
give excellent attention to another line. Fifteen 
years’ experience in this territory selling jobbers 
and manufacturers. Will furnish space for stock 
if desired. Interested only in quality line of known 
manufacturer. Best of references. Correspond- 
ence invited. Address Box 7604-A, Harpwarr 
Ace, 802 Otis Bldg., Chicago, Illinois. 








HARDWARE MAN WITH EXPERIENCE 
ON road and in house would like to make a 


change. Good reason for it. Prefer Southern 
territory. Will gladly give high-class reference. 
Address Box C-326, care of Harpware AcE, 
239 W. 39th St., N. Y. City. 





WANTED—POSITION AS MANAGER OR 
inside salesman for some good hardware company. 
Have had 25 years’ experience; can furnish good 
reference and am an expert on general hardware 
and tools. Address Box C-307, care of Harpware 
Acz, 239 W. 39th St., N. Y. City. 


HARDWARE AGE 
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POSITIONS WANTED POSITIONS WAi POSITIONS WANTED 
HAVE SEVERED MY CONNECTIONS EXPERIENCED MANUFACTURER’S 
“ rd p el WITH one of largest purchasing companies and | AGENT DESIRES CONNECTION with reputa- 
a ware ersonn am open for proposition as buyer or manufacturer’s | ble manufacturer. Twelve years contact with 
Our files contain applications of several bundred ax- representative. Fifteen years’ experience buying | jobbing and retail hardware ‘trade, also depart- 
pertenees and well-trained employees in the hard- gp se and ove products. Can furnish best | ment stores and auto chain stores in oe 
ware industr' of references. Address—William C. Feil, 7023% | Eastern Pennslyvania and New Jersey ristian 
NO CHARGE be serievess FOR THIS Sheridan Road, Chicago, III. r Married. Cover territory in own auto. Excellent 
If we can be = reference and record. Address Box C-325, care 
ASS8irk BASHA aOR EXPERIENCED ESTIMATOR AND SUPT. | of Harpware AcE, 239 W. 39th St., N. Y. City. 
Faas West 42nd Serast 7-1082, on * anniek — = and water heating with some 
* nowledge hot air, desires change. Practical man, A HARD-HITTING SALESMAN, with en- 
capable and temperate. Will contract with good | Viaple record, seeks better opportunity. In early 





SALESMAN WITH 17 YEARS’ EXPERI- hardware firm who operate or want to engage | forties, Well acquainted with and has strong 


ENCE in successfully selling architects, engineers, can we ee ee >" HARD- | foilowing in the hardware trade of Metropolitan 


contractors and material dealers throughout Penn- 
sylvania, New Jersey, Delaware and Maryland, BUILDERS’ HARDWARE EXECUTIVE 
desires position with reputable manufacturer. Mar- | WITH TWENTY years’ experience in the manu- 
ried, have family. Salary basis. Best of refer- | facture and sale of nationally-known line desires 
ences. Address Box C- pa care of Harpware position either in sales or manufacturing where his 


New York and parts of New York State and 
New Jersey. Now and for more than ten years 
with a prominent hardware manufacturer. Ad- 
dress Box C-329, care of Harpware AcE, 239 W. 
snmn. Sti, N.. ¥. City. 











AcE, 239 W. 39th St., N. Y. City. training will be of value. Address Box C-316, 
care of HARDWARE AGE, 239 W. 39th St., N. Y. HARDWARE MAN, FORTY-THREE YEARS 
YOUNG MAN—28 YEARS OF AGE, married, | City. of age, thoroughly experienced in retail and 
intelligent, hardworking, trustworthy, reliable, whoiesale hardware, paints, sporting goods and 





ambitious and thoroughly experienced for the past HARDWARE SALESMAN, 42 years of age, kindred lines, both inside and outside, desires a 
10 years in the complete hardware line. Good | thoroughly experienced in wholesale hardware, position with responsible retail firm. Capable of 
inside man—capable buyer and manager. Can fur- | paints, sporting goods and kindred lines, both out- | buying, bookkeeping and store management. Sal- 
nish best of references. Will go anywhere in the | side and inside, desires a position with a respon- | ary secordary. Free to go anywhere. Middle 
Metronolitan area or lower Westchester County— | sible wholesale or manufacturing firm. Will go | West or South preferred. Address Box C-242, 
$25 to start. Address Box C-322, care of Harp- | anywhere. Highest references. Address O. G. | care of Harpware AGE, 239 W. 39th St., N. Y. 
waRE AcE, 239 W. 39th St., N. Y. City. | Richardson, 4518 Clarendon Avenue, Chicago, Ili. | City. 

















HeE ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 
239 W. 39th Street New York, N. Y. 
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Outsell Others 
Outlast Others 


Star Heel Plates are outstanding profit makers. 
Lasting quality and steady, repeat sales make 
them worth handling. The prongs on 


STAR HEEL PLATES 


are made so they never damage heels. Nine 
sizes to fit ALL sizes of Shoes. One-quarter 
gross pairs in box. Sold by Leading Jobbers. 
Send for Samples and Prices. 


WESTERN AVENUE at 22nd PLACE... .. CHICAGO STAR HEEL PLATE co. 


Marbridge Bldg.. 1326 Broadway, New York Newark N. J. 
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Protects GUNS against rust! 


SEAL-S-TEEL 


... the marvelous new discovery that's not an oil, 
grease or lacquer. 1 doz. cans tached in attractive counter 


splay carton. 


Perrect!-Dry LUBRICATION with 


DIXON’S GRAPH-AIR GUN 
ra. 


Sells wherever shown 


For lubricating thousands of 
places around a car, home, 
shop or office with Dixon’s 
Microfyne Powdered Graph- 
ite. It is the one lubricant that 


Protects all sports equipment 
against rust, tarnish. Equally 
effective for tools, professional 
instruments, bicycles, etc. 


and, to protect your own stocks 
of rustables. 


ASK YOUR JOBBER 
or write direct to 


X-RING PRODUCTS 


1705 MAIN ST., PEORIA, ILL. 


cannot burn, gum or drip and 
is proof against acids, alkalies 
and brine. 


Write for dealer deal 


JOS. DIXON CRUCIBLE CO 
Dept. 40-CG, Jersey City, N.J. 
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Whether used on pipe or nuts the B. & C. 
« Combination Wrench holds either abso- 


lutely secure. Saves carrying and using 

e two separate wrenches. Head, bar and 
shank—one-piece steel forging. All parts > 
li interchangeable. Steady, profitable seller. 


Sizes: 8 to 18 ins. inc. Smallest size ad- 
justable to pipe \% in. to 4 in. diam. 
VWtC2 Largest size to pipe 34 in. to 2 in. diam. 


Ask your Jobber 








BEMIS & CALL CO. 


Springfield Mass. 


COBURN 


ROLLING STORE LADDERS 


@ Handle that stock on the top 
shelves more easily! Whatever 
your particular conditions may be, 
there is a Coburn rolling ladder de- 
signed to meet them. A _ sketch 
showing the height of your shelves 
and any obstructions will bring 
your recommendations and our . 
quotation. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
50 CANAL ST. HOLYOKE, MASS. 
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Repairs Unsightly Chipped Porcelain 


po home owners hit and chip 
reelain or enamel fixtures— 
Filette Liquid Porcelain Glaze 
will quickly repair them like 
new. Ideal for Porcelain and 
Enamel Sinks, Bath Tubs, 
Lavatories, Refrigerators, etc. 
Ready for use, waterproof, 


Liquid Porcelain Glaze 


dries quickly with a perma- 
nent porcelain gloss. In 1 oz. 
jars, packed 12 to attractive 
counter display. Quick 25 
cent seller. Liberal profit. 
Ask your jobber to supply 
you. If he cannot, write 

to us. 


TILETTE 
CEMENT CO., INC. 


401 Lafayette St., 
N. Y. C. 


bes [ve [ve Fee Fe ho Bh 


1115 Temple St., 
Los Angeles, Calif. 



































WEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 











BOMMER 


Standard Type 


Lavatory Partition Fittings and 
Stall Door Hardware 


He] 


™ Send for CatalogNo.55 ™ 


BOMMER SPRING HINGE CO., Brooklyn, N. Y. 











THIS NEW ALL-METAL 
REVOLVING DISPLAY 
CABINET 


A display of Moore Push- 
Pins, glass and aluminum 
* heads, and pushless han ers, 
will ring up many an extra ime 
on your cash register. 





A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits ... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 














The items below are 
all big sellers: 
SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 
DOOR LATCHES 
SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
>ASH LOCKS 
SASH LIFTS 


National 
HARDWARE 


SF poke all the specifications of 

exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 

' A catalog presenting the facts 
awaits your request. 





National Manufacturing Co. 
STERLING *: ILLINOIS 

















GenuireNOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40% SET-1O%SET- 10° SET” SAVE FURNITURE 

5 a tae eee FLOORS-CREATE QUIET 
“Look for words DOMES of SILENCE 
Se NOISELESS FOR TILE 


SS CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC. 


pee) Lance SIZE FOR METAL & WOOD BEDS 
Y LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 


























106 


ENTHUSIASTIC 
REPORTS 


From all parts of the coun- 
try come enthusiastic 
reports from users of the 
New Nicholson, Black Dia- 
mond and McCaffrey Files. 
Have you a complete line 
on hand? Your wholesaler 
can supply you. Nicholson 
File Company, Providence, 
R.I., U.S. A. 


PATENTS 
PENDING 


A FILE FOR EVERY PURPOSE 


HARDWARE AGE 




















They 
Scour 
All Kinds 
Of 
Kitchen Ware 
Also 
Ranges, 
Wash Tubs, 
Bath Tubs, 
Sinks, 
Refrigerators 
etc. 


They Will Start A New Stream 
Of|Profitable Dimes Your Way Each Day 
4 STYLES: MOP-BALL- HANDLE - GOLD 


fin Envelc pe 


In Display Cartons Holding Two Dozen... One Style or Assorted 











You will find Kitchen Devil Cleaners a profitable item. They 
are master scourers but tender on the hands. No rusting—no 
splintering—always bright as a new coin. 

“HANDLE” CLEANER—Protects hands in hot water, keeps them free from 
grease and smut. 

"MOP" CLEANER—For scouring milk bottles or small neck utensils and for 
deep scouring under hot water. 

"BALL" CLEANER—Can be pushed by the fingers into corners and hard-to- 
get-at places. 

"GOLD" CLEANER—Soft as a dish cloth on the hands—but a super-scourer. 
Made of bronze alloy, bright as gold. Packed in colorful cellophane en- 
velope. 

Remember . . . You don't have to stock a large quantity of each style Kitchen 

Devils to meet all preferences, because you can get any one style or 4 styles 

assorted in smart Display Cartons holding 2 dozen. Case contains 1 gross. 
Get circulars and prices from your jobber or write us. 





LANDON P. SMITH, Inc. . . . IRVINGTON, 








Display is 
Kitchen Devil’s 
10c Counter 

= 
Put a few of 
each style in 
the top tray— 
Let Customers 
Pick-Em-Out 


KITCHEN DEVIL “GOLD” 


The dainty woman's friend. Delight- 
ful to use. A wonderful scourer. 


N. Bus U. Ss. A. 





SANDPAPER AND STEEL WOOL HOLDERS, GLASS PLIERS, PUTTY KNIVES 








ALSO MANUFACTURERS OF GENUINE RED DEVIL GLASS CUTTERS. CLAZIERS POINTS, WOOD SCRAPERS, 


AND LAWN: SPRINKLERS 
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ping, words is the world’s best-known name for Firearms and Am- 
munition: WINCHESTER— famous for nearly 70 years. . . . Tie in 
and get your share of the abundant very desirable Christmas-gift trade 
that it brings. Feature WINCHESTER gift suggestions constantly, in 


displays and advertising. 


fr pulling power—< and selling punch! —great among C hristmas shop- 


RIFLES For beginners, Winchester Models 67 and 68 in single 
shot, and Model 69 repeater—gopular bolt-action .22 rim 
fites in low price range. Best buys in slide-action repeaters, Model 62 
with hammer, and Model 61 hammerless. The same for Model 63 auto- 
matic rifle in .22 Super Speed Long Rifle Caliber. In special target 
rifles, Model 60A for juniors, and the great Winchester Model 52 for 
adults—as usual the year’s leading match winners. In hunting rifles, your 
local choice in the world’s best and newest lever actions, Models 64 
and 71. And for delivery after January 1 the new Model 70 bolt action, 
feplacing Model 54. 


SHOTGUNS Feature Winchester Model 12, “The Perfect Repeater” 

—Skeet Gun shown in cut. In double barrel, Model 21 
—1936 winner of the National All-Gauge Skeet Championship, as Model 
12 was in 1935. Small-bore—Model 42, the .410-bore slide-action re- 
peater, in its class 1935-36 National Skeet Championship winner. For 
the farm especially, Model 97 hammer repeater. And for rock bottom 
price buyers, the new Model 37 Steclbilt single shot. 


AMMUNITIO Christmas gifts of attractively packaged Winches- 
ter Ammunition are always popular. Display .22 
rim fires, center fires in popular calibers, and shot shells in all gauges. 
Display a full line. Fea- 

FLASHLIGHTS and BATTERIES 22 speciatty the new 
Winchester Bronzelites, of genuine solid bronze—highly attractive and 
permanently -weather-proof. Display, too, Winchester Super Scal Batteries. 


ROLLER SKATES Show Winchester Free-Wheeling Roller 

Skates. Popular with parents, for the same 
ability to ‘take it’’ that makes Winchester firearms world famous. Popular 
with kids because so easy to skate on. 


POCKET KNIVES Every shooter wants a Winchester Pocket 
Knife. Many attractive numbers to choose 
from. Display them in standard sellers and in popular assortments. 
Ask Your Jobber's Salesman for Complete Information 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A 
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